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Abstract	  	  This	  paper	   is	  done	   in	  cooperation	  with	  a	  small	   company	   in	  Roskilde	  called	  Bondegaarden.	  The	  aim	  of	  this	  project	   is	   to	   investigate	  how	  Bondegaarden	  can	   increase	   it	  sales	  by	   focusing	  on	  ethical	   initiatives.	  For	  the	  investigation	  there	  have	  been	  conducted	  seven	  interviews	  with	  existing	  and	  potential	  customers,	  in	   regards	   to	   their	   consumption,	   certifications,	   and	   ethics.	   The	  main	   theories	   used	   in	   this	   project	   are	  within	  consumer	  behaviour	  and	  experience	  economics.	  There	  has	  also	  been	  looked	  into,	  basic	  economic	  demand	  theory,	  and	  stakeholder	  theory	  to	  gain	  a	  better	  understanding	  of	  the	  situation	  of	  Bondegaarden.	  To	  put	  the	  project	  into	  a	  societal	  perspective	  theories	  of	  Bauman	  and	  Lipovetsky	  will	  be	  included.	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Introduction	  and	  Motivation	  	  	  Members	  of	  this	  group	  gathered	  due	  to	  a	  common	  wish	  of	  working	  with	  Corporate	  Social	  Responsibility,	  also	  known	  as	  CSR,	  and	  further	  to	  an	  interest	  in	  the	  continent	  of	  Africa,	  and	  international	  development.	  The	  starting	  idea	  was	  to	  investigate	  the	  Danish	  chocolate	  factory	  Toms,	  and	  how	  the	  implementation	  of	  half	  a	  school	  day	  for	  the	  children	  harvesting	  the	  cocoa	  beans	  for	  Toms	  has	  affected	  the	  costs,	  demand,	  and	  revenue	  for	  Toms	  Chocolate.	  Unfortunately	  we	  found	  that	  getting	  the	  needed	  data	  from	  Toms	  would	  be	   an	  unsuccessful	  mission,	   so	  we	   started	   to	   look	   around	   for	   another	   company	  where	  data	  would	  be	  more	  accessible.	  It	  had	  just	  been	  decided	  to	  start	  looking	  after	  a	  small	  or	  medium	  sized	  company,	  where	  we	  could	  investigate	  their	  use	  of	  CSR	  and	  the	  effect	  on	  their	  business,	  when	  the	  event	  of	  “Carrier	  Day”	  at	  Roskilde	   University	   (RU)	   was	   due.	   The	   group	   went	   to	   the	   Carrier	   Day	   to	   find	   inspiration	   to	   which	  companies	   to	   contact,	   and	   here	   we	   met	   Jørgen	   Skou	   Larsen,	   the	   owner	   of	   the	   small	   company	  Bondegaarden.	  Jørgen	  was	  looking	  for	  a	  group	  of	  RU	  students	  to	  conduct	  a	  study	  on	  how	  to	  implement	  CSR	   in	   his	   company.	   There	   had	   already	   been	   a	   RU	   student	   investigating	   how	   to	   implement	   the	   CSR	  strategies	  from	  large	  companies	  onto	  a	  small	  and/or	  medium	  sized	  business,	  with	  further	  elaboration	  on	  how	  it	  could	  be	  implemented	  on	  Bondegaarden.	  This	  project	   is	  a	  further	  development	  of	  the	  previous,	  and	  here	  it	  will	  be	  investigated	  what	  the	  customers	  want.	  There	  will	  be	  focused	  on	  consumer	  behaviour	  theory	   and	   experience	   economic	   theory	   with	   the	   goal	   of	   finding	   out	   what	   customers	   want	   from	   a	  company	   as	  Bondegaarden.	  When	   finishing	   this	   project,	   yet	   a	  RU	  project	  will	   be	  made,	  with	   focus	   on	  communication	  and	  marketing,	  we	  will	  therefore	  not	  go	  further	  into	  this.	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Problem	  Area	  	  In	  our	  contemporary	  society,	  the	  supply	  of	  goods	  has	  reached	  a	  point	  of	  abundance,	  which	  has	  changed	  the	  circumstances	  of	  consumption.	  The	  abundant	  surplus	  of	  goods	  to	  buy,	  along	  with	  easier	  access	  and	  growing	  commercialising	  could	  be	  seen	  as	  some	  of	  the	  reasons	  for	  the	  change	  in	  the	  way	  we	  consume.	  Consuming	   is	   now	   not	   something	   done	   because	   of	   certain	   basic	   needs	   in	   order	   to	   survive.	   Instead	  consumption	   has	   now	   become	   a	   jungle	   of	   products,	   where	   there	   can	   be	   seen	  many	   variations	   of	   the	  same	   good.	   The	   consumer	   now	   has	   to	   be	   active	   and	   make	   a	   choice	   between	   the	   products,	   and	   this	  creates	  many	  different	  types	  of	  consumers.	  But	  whereas	  earlier	  identity	  was	  expressed	  through	  labour,	  consumption	  has	  now	  become	  a	  way	  of	   expressing	  ones	   identity	   (Bauman,	  2005).	  Many	   theoreticians	  therefore	   see	   consumption	   as	   identity	   creating	   and	   it	   is	   therefore	   important	   to	   see	   the	   individual	   in	  accordance	  with	  its	  historical	  and	  social	  context.	  	  Due	   to	   globalisation,	   an	   increased	   focus	   on	   social	   and	   environmental	   responsibility	   can	   be	   seen	   both	  within	   the	   societal	   and	   political	   sphere.	   The	   United	   Nations	   has	   developed	   CO2	   quotas,	   and	   global	  warming	  is	  one	  of	  the	  most	  discussed	  themes	  in	  society.	  As	  a	  result	  this	  has	  led	  to	  a	  bigger	  public	  focus	  upon	   the	   environmental	   problems.	   This,	   along	   with	   the	   increased	   focus	   on	   health	   and	   welfare,	   has	  created	  a	  market	  for	  ethical	  responsible	  products,	  and	  thereby	  the	  notion	  of	  the	  ethical	  and/or	  political	  consumer.	  (Samvirke,	  1995,	  Den	  Politiske	  Forbruger)	  This	  is	  a	  consumer,	  who	  purchases	  goods	  living	  up	  to	   the	   standards	   of	   ones	   ethical	   beliefs,	   in	   order	   to	   influence	   the	   world	   in	   the	   way	   one	   finds	   most	  desirable.	  When	   looking	  at	  ethical	  responsible	  goods,	   it	   is	  no	   longer	  the	  good	   itself,	  which	   is	  essential,	  but	   also	   the	   supply	   chain	   leading	   to	   the	   creation	  of	   the	  product.	   It	   is	   bad	  business	   if	   a	   company	  uses	  unethical	   means	   during	   the	   production	   of	   their	   good	   and	   the	   public	   realises	   it.	   The	   company	   often	  experiences	   lose	   in	  profits,	  because	  consumers	  can	  no	   longer	  support	   the	  company	  according	   to	   their	  ethical	  beliefs.	  	  	  To	  adjust	  to	  these	  new	  ethical	  consumers,	  companies	  are	  now	  quick	  to	  change	  strategy	  or	  trying	  to	  make	  up	  for	  it	   if	  they	  are	  "caught"	  using	  unethical	  means	  e.g.	  child	  labour	  or	  severe	  pollution	  (Morsing	  et	  al,	  2008).	  This	  could	  be	  seen	  when	  Toms	  Chocolate	  factory	  was	  caught	  in	  using	  child	  labour,	  or	  when	  Apple	  was	  accused	  of	  poor	  work	  conditions	  because	  of	  the	  high	  suicide	  rate	  at	  their	  factories.	  Both	  companies	  changed	   their	   way	   of	   production.	   Toms	   Chocolate	   implemented	   half	   a	   day	   of	   school	   for	   the	   children	  collecting	  chocolate	  beans	  (Toms	  Chokolade	  Fabrik,	  (2012)	  Vores	  Ansvar),	  and	  Apple	  has	  improved	  the	  working	   conditions	   at	   their	   factories	   and	  offered	  a	   suicide	  hotline.	   It	   can	  however	  be	  discussed	   if	   the	  companies	   implement	   these	   initiatives	   due	   to	   moral	   and	   ethical	   standards,	   or	   if	   they	   are	   done	  strategically	  to	  improve	  business.	  (Breinstrup,	  (2010)	  Apple	  beklager	  selvmord	  på	  fabrik)	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  But	   this	   focus	   upon	   ethical	   values	   and	   initiatives	   is	   not	   something	   restrained	   for	   only	   the	   larger	  companies.	  Also	  small	  companies	  have	  to	  take	  this	  into	  account	  as	  it	  can	  create	  a	  change	  in	  the	  market	  and	  the	  consumers’	  likelihood	  to	  buy	  a	  product.	  Many	  companies	  in	  the	  Western	  world	  now	  implement	  ethical	  initiatives,	  in	  order	  for	  them	  to	  be	  able	  to	  compete	  on	  the	  market.	  (Morsing	  et	  al,	  2008)	  This	  can	  be	   seen	   in	   the	  way	   the	  products	   are	   branded,	   and	   the	   emergence	   of	   certificates	   and	  brands	   trying	   to	  guide	  the	  consumer	  e.g.	  Fair	  trade,	  Svanemærket	  etc.	  	  	  Besides	  certificates	  many	  companies	  also	  brand	  themselves	  through	  experiences.	  (Pine	  et	  al,	  2011)	  This	  can	  be	  through	  storytelling	  e.g.	  a	  short	  story	  about	  how	  the	  product	  has	  been	  produced	  and	  by	  whom.	  Storytelling	  is	  classified	  as	  secondary	  inactive	  experiences.	  Secondary	  experiences	  are	  experiences	  you	  get	  while	   purchasing	   a	   product.	   (Pine	   et	   al,	   2011)	  The	   other	   kind	   is	   the	   secondary	   active	   experience,	  which	   is	   of	   a	  more	   active	   participation	   e.g.	   picking	   your	   apples	   at	   an	   orchard	   etc.	   But	   both	   kinds	   of	  experiences	  are	  provided	  to	  give	  the	  consumer	  something	  extra	  when	  purchasing	  the	  current	  product.	  	  The	   company	   Bondegaarden,	   a	   small	   farm	   near	   Roskilde,	   producing	  Hereford	  meat,	   has	   asked	   for	   an	  investigation	   of	   how	   the	   implementation	   of	   ethical	   initiatives	   can	   increase	   sales.	   The	   owner	   of	  Bondegaarden	  feels	  that	  this	   is	  a	  customer	  demand	  that	  he	  would	   like	  to	  use	  strategically	  to	  gain	  new	  customers	  and	  thereby	  increase	  sales.	  (Appendix	  4)	  Bondegaarden	  focuses	  on	  animal	  welfare	  and	  environmental	  sustainability	  but	  in	  despite	  of	  this,	  there	  is	  not	  as	  high	  a	  demand	  for	  his	  goods	  as	  he	  wished.	  He	   is	  very	  aware	  of	   the	   fact	   that	  he	  does	  not	  have	  a	  fully	  organic	  production	  and	   this	  he	  sees	  as	  his	  biggest	  obstacle	   in	   regards	   to	  gaining	  new	  customers.	  This	   has	   led	   to	   the	   hypothesis	   of	   this	   project:	  An	  organic	  certification	   is	  essential	   for	  Bondegaarden	   in	  
order	  to	  increase	  sales.	  However	   to	   include	  more	   aspects	   into	   the	  project	   there	  was	   also	   focused	  on	   other	   initiatives	   such	   as	  ethics	  and	  experiences.	  This	  is	  the	  case	  of	  investigation	  in	  this	  project,	  which	  leads	  to	  the	  problem	  definition:	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Problem	  Definition	  
How	  can	  Bondegaarden	  use	  ethical	  initiatives	  and	  experience	  economics	  strategically	  to	  increase	  
sales,	  based	  on	  the	  values	  of	  the	  existing	  and	  potential	  customers?	  	  
Research	  Questions	  -­‐ Which	  values	  do	   consumers	   request	  when	  purchasing	  ethical	   and	  experience	  oriented	  goods	  from	  a	  place	  as	  Bondegaarden?	  -­‐ How	  can	  one	  characterise	  the	  consumers	  of	  Bondegaarden?	  -­‐ How	  can	  Bondegaarden	  use	  the	  results	  of	  this	  project	  to	  increase	  sales?	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Definition	  of	  Concepts	  	  	  
Statskontrolleret	  Økologisk	  (organic	  certification)	  Organic	   products	   certified	   by	   the	   Danish	   state.	   Excessive	   control	   with	   minimum	   requirements	   that	  products	  have	  to	  fulfil.	  There	  is	  not	  allowed	  any	  use	  of	  pesticides.	  The	  cattle	  have	  more	  free-­‐range	  time,	  and	  more	  space.	  	  (Konkurrence-­‐	  og	  forbrugerstyrelsen,	  (2012)	  Mærkningsguide)	  	  
Nøglehullet	  	  Certification	   meant	   to	   make	   it	   easier	   to	   choose	   healthy	   products.	   Products	   have	   to	   fulfil	   certain	  requirements	  about	  nutrition	  values,	  within;	  roughage,	  fat,	  salt	  and	  sugar.	  Licensed	  by	  the	  state.	  	  (Konkurrence-­‐	  og	  forbrugerstyrelsen,	  (2012)	  Mærkningsguide)	  	  
Svanemærket	  Certification	  for	  products	  that	  are	  as	  environmental	  friendly	  as	  possible	  in	  a	  specific	  product	  category.	  (Mostly	  soap,	  washing	  powder	  etc.)	  	  A	  Nordic	  initiative,	  licensed	  by	  Nordic	  Minister	  council	  (Nordisk	  Ministerråd).	  	  (Konkurrence-­‐	  og	  forbrugerstyrelsen,	  (2012)	  Mærkningsguide)	  	  	  
Fair	  trade	  Fair	   trade	   is	   an	   NGO,	   meant	   to	   make	   it	   easier	   for	   the	   consumer	   to	   choose	   ethical	   correct	   products.	  Certified	  products	  have	  to	  meet	  labour,	  wage	  and	  environmental	  requirements.	  (Konkurrence-­‐	  og	  forbrugerstyrelsen,	  (2012)	  Mærkningsguide)	  
	  
Identity	  creation	  The	   process	  within	   the	   individual,	   that	   throughout	   life	   takes	   place	   to	   create	   an	   understanding	   of	   the	  individual	  identity.	  	  
	  
Junk	  food	  Food	  that	  is	  already	  half	  or	  fully	  prepared	  when	  bought,	  and	  has	  elements	  of	  mass	  production.	  Food	  in	  this	  category	  often	  contains	  a	  lot	  of	  calories	  and	  also	  in	  general	  lack	  nutritional	  value.	  Furthermore	  junk	  food	   is	  often	  of	   lower	  quality,	   than	  the	  same	  product	  made	   from	  scratch.	  This	  definition	  goes	   for	   food	  consumed	  at	  home,	  as	  well	  as	  food	  bought	  and	  consumed	  at	  restaurants.	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Ethical	  consumption	  The	  concept	  of	  consuming	  in	  accordance	  to	  one’s	  ethical	  beliefs.	  Meaning	  that	  one	  will	  change	  consumer	  habits	  in	  accordance	  to	  what	  one	  believes	  to	  be	  important.	  This	  could	  be	  to	  not	  buy	  a	  certain	  brand	  of	  coffee	  because	  of	  child-­‐labour.	  There	  is	  no	  universal	  right	  or	  wrong	  in	  ethical	  consumption,	  except	  what	  the	  consumer	  in	  question	  values	  to	  be	  important.	  	  
Consumer	  behaviour	  “Consumer	   behaviour	   reflects	   the	   totality	   of	   the	   consumer’s	   decisions	   with	   respect	   to	   the	   acquisition,	  
consumption,	   and	   disposition,	   services	   and	   activities,	   experiences,	   people	   and	   ideas	   by	   human	   decision-­‐
making	  units.”	  (Hoyer	  et	  al	  2010:3)	  
	  
Experience	  economics	  For	  this	  project	  experience	  economics	  will	  be	  used	  as	  an	  experience	  you	  get	  when	  purchasing	  a	  product.	  	  “The	   societal	   focus	   on	   experiences	   as	   a	   legitimate	   independent	   economical	   goal	   in	   the	   consumers	  
behaviour”	  (Sundbo,	  2007:31)	  
	  
Secondary	  active	  experience	  	  An	  experience	  where	  one	  has	  to	  participate	  actively	  when	  purchasing	  the	  product.	  	  	  
Secondary	  inactive	  experience	  When	  you	  purchase	  a	  product,	  one	  gets	  a	  story	  along	  with	  the	  products,	  also	  referred	  to	  as	  storytelling.	  	  	  
From	  farm	  to	  fork	  	  The	   Danish	   expression	   “Jord	   til	   Bord”,	   the	   transparency	   in	   production	   measures.	  	  The	  feeling	  of	  consuming	  products	  directly	  from	  the	  local	  producers.	  	  	  
Chain	  of	  Supply	  Chain	   of	   supply	   refers	   to	   all	   the	   chains	   from	   production	   till	   it	   ends	   on	   the	   table.	   This	   could	   be	  distribution,	  transportation,	  manufacturing	  etc.	  	  	  
Hedonism	  The	  understanding	  of	  behaving	  in	  mainly	  in	  the	  search	  of	  individual	  pleasure.	  	  
	  
Morality	  Socially	  and	  culturally	  constructed	  norms	  for	  what	  is	  right	  and	  wrong.	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About	  Bondegaarden	  	  	  Bondegaarden	   is	   a	   small	   farm	   that	   breeds	   and	   sells	   Herford	   cattle.	   It	   is	   a	   part	   time	   business	   for	   the	  owner	   Jørgen	   Skou	   Larsen,	   who	   besides	   working	   at	   Bondegaarden	   also	   is	   active	   in	   Erhvervsråd	  Roskilde.	  Besides	  the	  owner	  there	  are	  three	  other	  employees,	  whose	  work	  is	  depending	  on	  the	  seasons	  and	   are	   therefore	  part-­‐time	   employees.	   The	   farm	   is,	   in	   the	  moment	   of	  writing,	   consisting	  of	   54	   cattle	  including	  bulls	  and	  calves.	  	  	  The	   farm	   is	   situated	   in	   the	   surroundings	   of	   Gundsømagle	   Lake,	   and	   surrounded	   by	   preserved	   areas,	  used	  as	  breeding	  ground	  for	  many	  special	  birds,	  including	  the	  stork.	  	  The	  cattle	  are	  allowed	  to	  grass	  on	  the	  preserved	  areas.	  	  Both	  due	  to	  the	  preservation	  and	  to	  the	  owner’s	  mind-­‐set,	  the	  farm	  is	  aiming	  at	  a	  sustainable	  production,	  where	  he	  is	  independent	  of	  other	  suppliers	  e.g.	  fertilizer.	  He	  seeds	  and	  harvests	  the	  food	  for	  the	  animals	  himself.	  	  Furthermore	  there	  are	  made	  certain	  plans,	  to	  make	  sure	  the	  herd	  reproduces	  without	  crossing	  relatives.	  They	  can	  breed	  with	  only	  purchasing	  a	  new	  bull	  every	  few	  years.	  Besides	  the	  sustainability,	  the	  quality	  of	   the	  meat	   is	   very	   important	   for	   Bondegaarden.	   The	   creatures	   are	   free-­‐range	  with	   the	   possibility	   of	  staying	   out	   in	   the	   open	   or	   inside	   the	   barn	   24	   hours	   a	   day,	   besides	   when	   eating.	   They	   live	   in	   a	   very	  natural	  environment	  with	  a	  lot	  of	  space	  to	  run	  around	  on.	  	  	  Bondegaarden	  has	  a	  very	  strict	  approach	   to	   the	  use	  of	  medicine	  on	   the	  cattle.	   It	   is	  only	  used	  as	  a	   last	  solution,	  and	  when	  used,	  the	  cow	  cannot	  be	  butchered	  until	  it	  is	  certain	  that	  every	  trace	  of	  medicine	  is	  gone	  from	  the	  body.	  	  	  Bondegaarden	  is	  not	  an	  organic	   farm;	  this	   is	  because	  the	  corn	  produced	  is	  not	  organic,	  due	  to	  the	  fact	  that	  the	  cost	  of	  organic	   fertiliser	   is	  much	  higher	  than	  the	  non-­‐organic	   fertiliser,	  and	  the	  farm	  does	  not	  have	  the	  capacity	  to	  change	  this.	  	  Jørgen	  Skou	  Larsen	  has	  implemented	  different	  other	  social	  responsible	  initiatives	  on	  his	  farm.	  He	  invites	  children	  with	  ADHD	  out	   to	   spent	   a	   couple	   of	   days	   in	   “the	   real	  world”	   to	   learn	  why	   school	   is	   actually	  important.	   Further	   he	   has	   got	   people	   in	   activation	   on	   the	   farm.	   The	   owner	   calls	   these	   initiatives	  Corporate	   Social	  Responsibility	   (CSR).	  CSR	   is	   a	   concept,	  which	  has	  become	  very	   important	  within	   the	  last	  10-­‐15	  years	  (Morsing	  et	  al,	  2008:	  13)	  and	  it	  is	  now	  by	  law	  required	  to	  state	  the	  amount	  of	  money,	  if	  any,	   spend	   on	   CSR	   in	   the	   annual	   report	   of	   all	   Danish	   companies.	   	   It	   can	   be	   related	   to	   all	   kinds	   of	  responsible	   initiatives,	   e.g.	   the	  well-­‐being	   of	   the	   company	   staff,	   all	   the	   staff	   involved	   in	   the	   supply	   of	  materials,	  environmental	  protection,	  and	  human	  rights.	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Last	   year	   Adam	   Monrad-­‐Roberts,	   a	   master	   student	   from	   Roskilde	   University,	   wrote	   a	   project	  investigating	  how	  to	  implement	  the	  CSR	  strategies	  used	  on	  large	  companies,	  on	  a	  small	  company	  such	  as	  Bondegaarden.	   A	   guideline	   for	   implementing	   CSR	   on	   small	   companies	   was	   made,	   but	   the	   guidelines	  specific	  for	  Bondegaarden	  was	  never	  made.	  	  The	   purpose	   of	   this	   project	  was	   to	   continue	   on	   the	   project	   by	  Adam	  Monrad-­‐Roberts	   and	   specify	   his	  results	  to	  Bondegaarden	  and	  how	  Bondegaarden	  could	  implement	  CSR.	  	  But	   when	   this	   investigation	   started,	   we	   realised	   that	   Bondegaarden	   already	   had	   a	   lot	   of	   social	  responsible	   initiatives.	  We	   therefore	  decided	   to	   investigate	  what	  kind	  of	   initiatives	  his	   customers	  and	  potential	   customers	  would	   find	   interesting	   and	   essential	   for	   a	   company	   as	  Bondegaarden	   to	   see	   if	   he	  could	  do	  more.	  	  	  	  All	  the	  information	  is	  from	  the	  webpage	  of	  Bondegaarden,	  www.bondegaarden.dk	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Design	  	  
	  	  	  The	  main	  method	  of	   this	  project	   is	  conducting	   interviews.	  The	  analysis	  will	  be	  built	  on	  the	  theories	  of	  experience	  economics	  and	  consumer	  behaviour.	  This	  will	  be	  done	  by	  coding	  the	  meanings	  found	  in	  the	  interviews.	   The	   further	   design	   can	   be	   seen	   throughout	   the	   project	   as	   suggested	   in	   Problem-­‐oriented	  project	  work	  (Olsen,	  2008:	  275)	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Philosophy	  of	  Science	  	  	  (This	  chapter	  is	  based	  on	  Olsen	  et	  al,	  2004:	  chapter	  1,	  2	  and	  10)	  Our	   approach	   in	   this	   project	   is	   mainly	   influenced	   by	   a	   positivistic	   way	   of	   looking	   at	   science	   and	   the	  world.	   Positivism	  was	   originally	   used	  within	  natural	   science	   to	   describe	   the	  world	  we	   live	   in,	   but	   has	  developed	  into	  a	  method	  of	  social	  science	  as	  well.	  In	  positivism,	  the	  real	  word	  can	  be	  observed	  and	  it	  is	  believed	   that	   there	   is	   a	   universal	   truth.	   Everybody	   has	   subjective	   preferences	   but	   it	   is	   the	   ideal	   to	   be	  objective	   and	   to	   describe	   the	   real	   world	   as	   objective	   as	   possible.	   Science	   has	   to	   be	   proved	   and	  substantiated.	  Our	   main	   school	   of	   thought	   is	   critical	   rationalism,	   which	   is	   fundamentally	   positivistic,	   but	   is	   critical	  towards	  the	  ability	  to	  reach	  the	  objective	  truth.	  	  	  Critical	  rationalism	  has	  a	  focus	  on	  theory	  and	  methods.	  In	  critical	  rationalism	  there	  is	  a	  real	  world	  and	  a	  definitive	  truth,	  but	  we	  can	  never	  have	  access	  to	  this	  definitive	  truth	  through	  science.	  Science	  can	  only	  point	  us	  in	  the	  direction	  of	  the	  truth,	  but	  we	  can	  never	  fully	  understand	  it.	  It	  is	  the	  method,	  which	  defines	  what	  the	  truth	  is.	  Popper,	  who	  is	  the	  main	  thinker	  behind	  critical	  rationalism,	  thinks	  that	  the	  term	  of	  the	  objective	   truth	   should	  be	  kept,	  but	   sees	   it	   as	   something	   that	   is	  not	  within	   the	   reach	  of	  human	  beings.	  Human	  knowledge	   is	  human.	   It	   is	   a	  mixture	  of	  mistakes,	   prejudices,	   dreams,	   hopes	   etc.	  We	  as	  human	  beings	  are	  not	  able	  to	  reach	  knowledge	  in	  its	  pure	  from.	  	  The	  characteristics	  of	  the	  real	  world	  are	  not	  influenced	  by	  the	  way	  humans	  see	  or	  describe	  it.	  	  The	  society	  is	  seen	  as	  an	  object	  and	  the	  individuals	  as	  rationally	  behaving	  objects	  as	  well.	  	  	  This	   project	   is	   mostly	   influenced	   by	   the	   critical	   rationalistic	   way	   of	   thinking,	   because	   we	   use	  behaviourism	  as	   our	  main	   approach	  when	   looking	   at	   the	   consumer’s	   consumption.	  Behaviourism	   is	   a	  psychological	   study,	  which	  originates	   from	   the	   study	   of	   how	   animals	  behave	   to	   inputs,	   and	   thereby	   a	  theory	  can	  be	  developed	  so	  that	  rules	  can	  be	  made	  regarding	  the	  behaviour	  of	  human	  beings	  as	  well.	  	  	  	  The	   ontology	   of	   behaviourism	   is	   therefore	   that	   individuals	   are	   influenced	   by	   external	   things,	   and	  therefore	  the	  concept	  of	  ‘free	  will’	  is	  doubted.	  Individuals	  are	  seen	  as	  an	  “object”	  reacting	  to	  inputs	  with	  outputs.	  It	   is	  a	  rational	  way	  of	  looking	  at	  human	  beings	  that	  is	  directly	  observable.	  This	  is	  because	  one	  does	  not	  include	  the	  inner	  mental	  aspects	  as	  a	  process	  that	  affects	  output,	  since	  mind	  and	  body	  is	  one,	  and	  is	  looked	  upon	  in	  a	  functional	  way.	  However	  there	  has	  been	  critique	  of	  the	  positivistic	  ontology	  of	  behaviourism.	  Nowadays	  behaviourism	  to	  some	  extent	  acknowledges	  social	  constructivism.	  This	  is	  because	  the	  individual	  is	  affected	  by	  the	  culture	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it	  is	  raised	  in	  and	  therefore	  it	  is	  a	  product	  of	  its	  social	  inheritance	  and	  environment.	  	  	  So	   for	   this	   project	  we	   acknowledge	   that	   there	   is	   an	   objective	   truth	  but	  we	   as	   humans	  are	  not	   able	   to	  reach	  the	  objective	  truth	  because	  of	  our	  human	  limitations.	  However	  nowadays	  there	  is	  not	  a	  universal	  objective	  truth	  since	  people	  behave	  differently	  in	  regards	  to	  the	  culture	  they	  live	  in.	  	  	  	  
Deduction	  	  A	   classical	   methodological	   discussion	   is	   about	   whether	   to	   begin	   an	   analysis	   from	   an	   empirical	   or	  
theoretical	   point	   of	   view.	   In	   our	   approach	   to	   the	   project	   we	   have	   utilised	   the	   hypothetical-­‐deductive	  method.	   In	   this	  method,	   a	   hypothesis	   is	   the	   basis	   for	   the	   research	   and	   it	   is	   sought	   to	   either	   verify	   or	  falsify	  this	  claim.	  	  In	  this	  project	  there	  is	  an	  assumption,	  which	  is	  the	  basis	  of	  the	  investigation.	  There	  is	  a	  theoretical	  standpoint	  and	  from	  this	  our	  empirical	  data	  is	  developed.	  This	  empirical	  data	  is	  then	  used	  to	  verify,	  falsify,	  or	  improve	  the	  starting	  assumption.	  As	  the	  aim	  of	  this	  project,	  as	  mentioned,	  is	  to	  increase	  the	   profit	   of	   Bondegaarden,	  we	   have	   a	  hypothesis,	  which	  will	   be	   an	   important	   part	   of	   the	   project.	   By	  analysing	  the	  empirical	  data	  gathered,	  the	  purpose	  is	  to	  verify,	  falsify	  or	  improve	  this	  hypothesis.	  (Olsen,	  2011:	  220)	  	  In	  this	  project	  our	  hypothesis	  is:	  
An	  organic	  certification	  is	  essential	  for	  Bondegaarden	  in	  order	  to	  increase	  sales	  
	  This	   is	   an	   assumption	   based	   on	   the	   pre-­‐knowledge	   we	   had	   before	   gathering	   any	   empirical	   data	  ourselves.	  This	  hypothesis	   is	  based	  on	   the	  owner	  of	  Bondegaarden’s	  understanding	  of	  his	  market	  and	  the	  existing	  as	  well	  as	  potential	  customers.	  The	  most	  frequent	  question	  asked	  on	  his	  webpage	  is	  whether	  he	   is	   organic	   or	   not.	  According	   to	   the	   owner,	   the	   biggest	   obstacle	   for	   him	   right	   now	   is	   that	   he	   is	   not	  certified	  organic.	   	  This,	  he	  feels,	   is	  a	  major	  problem	  when	  it	  comes	  to	  attracting	  new	  customers	  and	  to	  compete	  on	  the	  market.	  (Appendix	  4)	  To	  answer	  this	  hypothesis	  we	  first	  need	  an	  understanding	  of	  the	  market	  and	  the	  economical	  perspective.	  Furthermore	  we	  have	  chosen	  to	  investigate	  consumer	  behaviour	  to	  clarify	  what	  the	  consumers	  demand,	  and	  how	  it	  is	  possible	  for	  Bondegaarden	  to	  increase	  this	  demand.	  To	  do	  this	  we	  will	  utilise	  the	  theory	  of	  experience	  economics,	  and	   the	  model	  of	  consumer	  behaviour.	   	  With	   the	  necessary	  knowledge	  of	   these	  topics,	  we	  have	   conducted	   interviews,	  which	  will	   be	   analysed	  and	   seen	   in	   context	  with	   these	   theories	  and	  the	  hypothesis.	  In	  the	  conclusion	  we	  will	  answer	  the	  project	  definition	  as	  well	  as	  the	  hypothesis.	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Theories	  	  	  In	  this	  chapter	  the	  theories	  utilised	  in	  this	  project	  will	  be	  elaborated.	  Firstly	  there	  will	  be	  a	  brief	  account	  of	   the	   economical	   basis	   that	   is	   necessary	   to	   understand	   a	   product	   and	   its	   market,	   followed	   by	   an	  explanation	  of	  the	  stakeholder	  theory.	  Lastly	  there	  will	  be	  an	  explanation	  of	  experience	  economics	  and	  a	  chapter	  on	  consumer	  behaviour.	  These	  theories	  will	  help	  us	  understand	  the	  situation	  of	  Bondegaarden	  and	  furthermore	  what	  it	  should	  do	  to	  increase	  sales.	  	  	  
Basic	  Economic	  Theory	  in	  Relation	  to	  Bondegaarden	  	  When	  investigating	  how	  Bondegaarden	  can	  improve	  business,	  it	  is	  essential	  to	  understand	  the	  demand,	  and	  especially	  the	  demand	  curve.	  	  
“Demand	  is	  the	  quantity	  buyers	  wish	  to	  purchase	  at	  each	  conceivable	  price.”	  (Begg,	  2009:	  25)	  
	   	   	  
	  
(The	  Demand	  for	  Bread,	  Begg,	  2009)	  
	  Figure	  2-­‐1	  illustrates	  the	  above-­‐mentioned	  quote.	  On	  the	  vertical	  axis	  one	  can	  see	  the	  price,	  and	  on	  the	  horizontal	  axis	  the	  quantity	  is	  shown.	  The	  line	  DD	  illustrates	  the	  corresponding	  demand	  of	  quantity	  for	  a	  given	  price.	  	  As	  shown	  in	  figure	  2-­‐1	  the	  higher	  the	  price,	  the	  lower	  the	  quantity	  demanded.	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Consumers	   will	   often	   look	   for	   cheaper	   alternative	   goods	   and	   services	   that	   can	   substitute	   the	   given	  product.	  (ibid:	  26)	  	  However	  there	  are	  many	  determinants	  that	  affect	  the	  demand	  besides	  prices.	  As	  mentioned	   in	   Foundations	   of	   economics	  by	   David	   Begg,	   the	   demand	   curve	   is	   also	   affected	   by:	   The	  price	  of	  other	  goods,	  consumer	  income	  and	  tastes.	  	  
The	  price	  of	  Other	  Goods	  
“A	  rise	  in	  the	  price	  of	  one	  good	  raises	  the	  demand	  for	  substitutes	  for	  this	  good,	  but	  reduces	  the	  demand	  for	  
complements	  to	  the	  good.”	  (ibid:	  27)	  When	   looking	   at	   Bondegaarden	   it	   is	   highly	   relevant	   to	   look	   at	   the	   prices	   of	   substitutes.	   As	   it	   will	   be	  explained	   further	   on	   in	   this	   chapter,	   the	   Hereford	  meat	   from	   Bondegaarden	   is	   classified	   as	   a	   luxury	  good.	  Because	  the	  costs	  of	  production	  are	  higher	  than	  the	  standard	  meat	  from	  supermarkets,	  this	  will	  be	  reflected	  in	  the	  price.	  	  However	   once	   a	   year	   the	   owner	   of	   Bondegaarden,	   Jørgen	   Skou	   Larsen,	   adjusts	   his	   own	   prices	   in	  accordance	  with	  the	  prices	  for	  similar	  products	  in	  the	  supermarket	  Bilka.	  	  	  
Consumer	  Incomes	  
“When	  incomes	  rise,	  the	  demand	  for	  most	  goods	  rises.”	  (ibid:	  27)	  The	  higher	  an	  income	  the	  more	  you	  can	  afford	  to	  spend	  on	  luxury	  goods.	  	  This	   is	   also	   evident	   when	   looking	   at	   Bondegaarden’s	   customers.	   The	   customers	   are	   people	   who	   can	  afford	  to	  pay	  extra	  for	  a	  better	  quality.	  	  	  When	   looking	   at	   demand	   it	   is	   important	   to	   understand	   the	   different	   types	   of	   goods:	   Inferior	   goods,	  normal	  goods,	  luxury	  goods,	  and	  necessity	  goods.	  Even	  though	  food	  in	  general	  is	  not	  seen	  as	  a	  luxury	  good,	  it	  can	  be	  argued	  that	  the	  Hereford	  meat	  being	  sold	  at	  Bondegaarden	  is	  a	  luxury	  good.	  	  
“Luxury	  goods	  are	  high-­‐quality	  goods	  for	  which	  there	  are	  lower-­‐quality,	  but	  adequate,	  substitutes…”	   (bid:	  31)	  The	  quality	  of	  the	  products	  being	  sold	  at	  Bondegaarden,	  are	  of	  the	  highest	  standards.	  (Appendix	  4)	  The	  owner	   of	   Bondegaarden,	   Jørgen	   Skou	   Larsen,	   once	   stated	   that	   he	   knew	   that	   the	   financial	   crisis	   was	  coming	   because	   he	   had	   a	   significant	   drop	   in	   the	   demand.	   Consumers	   started	   looking	   for	   cheaper	  alternatives	  that	  could	  substitute	  the	  products	  of	  Bondegaarden.	  (Appendix	  4)	  	  This	  is	  related	  to	  the	  income	  elasticity	  of	  demand.	  The	  products	  of	  Bondegaarden	  would	  be	  very	  elastic,	  since	  a	  change	  in	  the	  income	  highly	  affects	  the	  demand,	  even	  though	  prices	  are	  kept	  constant.	  (ibid:	  67)	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The	  income	  elasticity	  of	  demand	  (ied)	  is	  given	  by:	  ied	  =	  (%	  change	  in	  quantity	  demanded)	  /	  (corresponding	  %	  change	  in	  income)	  	  This	  sentence	  is	  current	  for	  both	  an	  increase	  and	  decrease	  in	  income.	  	  	  
	  (Income	  Elasticity	  and	  Shifts	  in	  the	  Demand	  Curve,	  Begg,	  2009)	  	  Figure	  4-­‐1	   shows	  possible	   shifts	   caused	  by	   a	  percentage	   increase	   in	   income.	  However	   if	   the	   shift	   had	  been	  towards	  the	  left,	  it	  would	  show	  how	  the	  quantity	  demanded	  would	  decrease	  at	  a	  constant	  price.	  	  This	  project	  will	  not	  focus	  on	  the	  price	  elasticity	  of	  demand,	  since	  the	  products	  are	  kept	  more	  or	  less	  at	  constant	   price,	   only	   following	   the	   inflation.	   Furthermore	   we	   acknowledged	   from	   the	   interviews	   that	  there	  had	   to	  be	  drastic	   changes	   in	  prices	   for	   them	   to	   choose	  differently,	   and	   this	   is	   not	   an	  option	   for	  Bondegaarden.	  	  	  	  
Tastes	  
“Tastes	  or	  preferences	  of	  consumers	  are	  shaped	  by	  convenience,	  custom	  and	  social	  attitudes.”	  (ibid:	  27)	  Tastes	  describe	  the	  utility,	  that	  is	  happiness	  or	  satisfaction	  that	  a	  consumer	  gets	  from	  a	  consumed	  good.	  Even	  though	  people	  have	  the	  same	  income	  there	  can	  be	  a	  different	  taste,	  because	  tastes	  depend	  on	  many	  factors.	  
“Tastes	  depend	  on	  culture,	  history,	  familiarity,	  relationships	  with	  others,	  advertising,	  and	  so	  on.”	  (ibid:	  34)	  Trying	  to	  explain	  these	  different	  tastes	  is	  very	  related	  to	  sociology,	  and	  it	  is	  also	  one	  of	  the	  reasons	  that	  we	  have	  chosen	  to	  look	  into	  consumer	  behaviour.	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Changes	  in	  social	  attitudes	  towards	  tastes	  can	  lead	  to	  an	  outwards	  or	  inwards	  shift	  in	  the	  demand	  curve.	  A	   larger	   focus	   on	   one	   taste	   can	   lead	   to	   an	   outwards	   shift,	   because	  more	   are	   now	  demanding	   it,	   even	  though	  there	  is	  no	  change	  in	  production	  costs.	  Our	  analysis	  will	  be	  focusing	  on	  tastes,	  within	  consumer	  behaviour.	  	  	  
Supply	  When	   investigating	   the	   demand	   curve	   it	   is	   also	   important	   to	   keep	   the	   supply	   curve	   in	   mind.	   Here	  Bondegaarden	   has	   a	   supply	   that	   meets	   the	   need	   of	   the	   customers.	   Furthermore	   the	   capacity	   of	   the	  production	  is	  able	  to	  meet	  a	  bigger	  demand.	  	  Another	  factor	  that	  Bondegaarden	  has	  to	  be	  aware	  of	  is	  the	  prices	  of	  other	  farms	  with	  the	  same	  concept.	  Jørgen	  Skou	  Larsen	  is	  aware	  of	  this,	  and	  knows	  that	  some	  people	  drive	  further	  out	  on	  the	  countryside,	  because	  they	  can	  find	  the	  same	  products	  at	  a	  cheaper	  price.	  	  
	  
Bondegaarden's	  Long-­‐term	  Goal	  So	  to	  characterise	  Bondegaarden	  in	  the	  market:	  	  
A	   small	   business	   supplying	   a	   luxury	   good,	   at	   a	   fairly	   competitive	   price,	   in	   relation	   to	   the	   goods	   it	   is	  
competing	  against.	  	  	  The	   current	   long-­‐term	   goal	   for	   Bondegaarden,	   according	   to	   the	   owner,	   is	   to	   increase	   profits	   by	  increasing	  demand.	  This,	  he	  believes,	  can	  be	  done	  without	  remarkable	  increase	  in	  the	  production	  costs.	  As	  an	  example	  he	  states	  that	  a	  tenfold	  increase	  in	  demand	  could	  be	  met	  without	  an	  increase	  in	  capacity	  costs.	  	  Furthermore	  it	  is	  also	  important	  to	  the	  owner	  that	  the	  increase	  in	  demand	  is	  in	  regards	  to	  the	  big	  quantity	   buyers,	   because	   of	   the	   fact	   that	   it	   is	   here	   he	   can	   supply	  more	   without	   an	   increase	   in	   costs	  whereas	   the	   ‘Gaardbutik’	   would	   mean	   an	   increase	   in	   costs	   to	   fridges,	   electricity,	   employees	   etc.	   As	  Bondegaarden	  has	  the	  capacity	  to	  supply	  more	  than	  the	  current	  demand,	  it	  is	  therefore	  essential	  to	  look	  at	  how	  we	  can	   increase	   the	  demand.	   	  As	   it	   is	  a	   luxury	  good	   it	   is	  vulnerable	   to	   the	   income	  elasticity	  of	  demand,	  since	  the	  price	  is	  kept	  constant,	  only	  adjusting	  for	  inflation.	  	  Therefore	  we	  believe	  that	  the	  biggest	  gain	  in	  income	  for	  the	  company	  would	  be	  to	  optimise	  the	  good’s	  above-­‐mentioned	  taste,	  in	  hope	  of	  increasing	  the	  demand	  from	  a	  specific	  segment.	  	  	  Looking	   into	   the	   good	   and	   how	   to	   increase	   demand	   is	   one	   thing,	   but	   this	   is	   only	   looking	   into	   some	  aspects	  of	  the	  business.	  To	  really	  go	  in-­‐depth	  with	  an	  analysis	  of	  this	  company,	  it	  is	  necessary	  to	  include	  much	  more	  than	  just	  the	  good	  itself.	  This	  is	  what	  the	  stakeholder	  theory	  will	  do.	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Stakeholder	  Theory	  	  “A	  stakeholder	  in	  an	  organization	  is	  (by	  its	  definition)	  any	  group	  or	  individual	  who	  can	  affect	  or	  is	  affected	  
by	  the	  achievement	  of	  the	  organization’s	  objective.”	  (Husted,	  2011:128)	  	  Because	   of	   this	   statement	   we	   find	   it	   important	   to	   take	   this	   theory	   into	   consideration.	   As	   mentioned	  earlier	   in	   the	  project	  Bondegaarden	  has	  many	   initiatives	   in	   the	   local	   area	  and	   thereby	  plays	  a	   certain	  role	   local	   community.	   This	   means	   that	   Bondegaarden	   has	   certain	   obligations	   and	   responsibilities.	  Because	  of	  the	  role	  in	  the	  local	  area,	  Bondegaarden	  is	  not	  only	  affecting	  it,	  but	  is	  also	  affected	  by	  it.	  	  The	  stakeholder	  theory	  is	  a	  different	  approach	  from	  the	  classical	  profit	  oriented	  business	  management.	  Here	   ethics	   and	   values	   have	   an	   increased	   influence	   on	   the	   strategically	   planning.	   Communication	  between	  the	  business	  and	  its	  stakeholders	  is	  very	  essential.	  The	  idea	  behind	  stakeholder	  theory	  is	  that	  every	  group	  or	  individual	  that	  can	  affect	  or	  be	  affected	  by	  the	  organization	  is	  taken	  into	  consideration	  of	  the	  company’s	  strategically	  planning.	  In	   the	   modern	   world	   the	   stakeholder	   theory	   is	   deemed	   great	   importance	   in	   accordance	   to	  competitiveness,	  value	  creation,	  and	  customer	  satisfaction.	  	  “In	  fact,	  this	  view	  of	  value	  is	  necessary	  for	  the	  firm	  to	  survive	  in	  a	  modern	  society	  where	  efficiency,	  concern	  
for	  rational	  self-­‐interest,	  and	  strategy	  on	  the	  basis	  of	  competitive	  advantage	  cannot	  secure	  the	  growth	  of	  
the	  corporation.”	  (Rendtorff,	  2009:	  101)	  According	  to	  the	  stakeholder	  theory,	  value	  is	  not	  only	  created	  by	  profits.	  In	  the	  modern	  world	  customers	  have	  become	  more	  critical	  towards	  the	  products	  they	  buy.	  In	  order	  to	  meet	  the	  consumer’s	  expectations	  their	   needs	  must	   be	   included	   in	   the	   planning,	   in	   order	   to	  withhold	   economic	   sustainability.	   This	   also	  applies	  to	  competiveness	  in	  order	  to	  gain	  new	  customers.	  	  One	   of	   the	   reasons	   for	   this	   is	   all	   the	   choices	   presented	   to	   the	   consumer.	   Previous	   there	   were	   fewer	  choices	   because	   of	   a	   more	  monopolistic	   market,	   and	   consumers	   and	   other	   interest	   groups	   were	   not	  taken	   that	   much	   into	   consideration.	   	   Nowadays	   a	   business	   cannot	   function	   if	   it	   is	   reduced	   to	   only	  focusing	  on	  the	  economic	  aspect	  of	  a	  perfect	  market.	   It	  should	  be	  perceived	  as	  a	  political	  organization	  that	  should	  include	  all	  relevant	  stakeholders	  in	  production,	  accounting,	  economic	  control,	  and	  strategic	  planning.	  It	  is	  also	  important	  for	  the	  company	  to	  be	  transparent	  and	  open	  for	  public.	   	  (Rendtorff	  2007,	  146)	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However	   the	   stakeholder	   theory	   has	   a	   lot	   broader	   view	   on	   who	   and	   what	   influences	   the	   company.	  Stakeholders	  can	  be	  both	   internal	  and	  external,	   to	  mention	  a	   few;	  shareholders,	  owners,	  management,	  government,	  NGO’s,	  employees,	  consumers,	  manufacturers,	  and	  local	  areas.	  This	  definition	  opens	  up	  for	  a	  lot	  of	  potential	  stakeholders	  that	  are	  equally	  important	  to	  take	  into	  consideration.	  The	  founder	  of	  the	  stakeholder	  theory,	  R.	  Edward	  Freeman,	  claims	  that	  the	  interest	  of	  the	  stakeholders	  will	  converge	  over	  time.	  Despite	  the	  fact	  that	  individual	  preferences	  are	  based	  on	  one’s	  interest	  they	  are	  pointing	  towards	  a	  greater	  good	  that	  everybody	  can	  accept.	  (ibid:	  148)	  	  Freeman	  has	  summarised	  the	  stakeholder	  theory	  into	  ten	  basic	  principles.	  They	  evidently	  show	  how	  the	  theory	  can	  be	  described	  as	  a	  network-­‐oriented,	   communicative	   theory	   that	   strives	  against	  placing	   the	  company	  in	  a	  societal	  context	  and	  promoting	  individual	  rights,	  without	  eliminating	  the	  understanding	  of	  the	  economic	  foundation.	  (ibid:	  150)	  	  The	  stakeholder	  theory	  applies	  to	  all	  companies,	  and	  therefore	  this	  is	  also	  the	  case	  with	  Bondegaarden.	  In	  the	  appendix	  there	  is	  attached	  a	  list	  of	  Bondegaarden’s	  stakeholders	  (Appendix	  3)	  As	  implied	  in	  the	  theory	  some	  stakeholders	  are	  more	  influential	  than	  others.	  In	  Bondegaarden’s	  case,	  and	  with	  the	  focus	  of	  this	  project	  and	  project	  definition,	  the	  most	  important	  stakeholder	  is	  the	  customers.	  	  This	  is	  because	  they	  have	  the	  greatest	  impact	  on	  Bondegaarden’s	  economy.	  They	  create	  contact	  to	  new	  customers,	  and	  their	  demands	  have	  to	  be	  fulfilled	  in	  order	  for	  them	  to	  buy.	  	  	  	  Because	  of	   this	  we	   found	   it	  essential	   to	  go	   into	  depth	  with	   this	  group	  of	   stakeholders.	  To	   find	  out	   the	  interests	  of	  this	  group	  of	  stakeholders,	  consumer	  behaviour	  became	  an	  import	  part	  of	  our	  investigation.	  We	  wanted	  to	  find	  out	  about	  their	  consuming	  habits	  and	  how	  this	  could	  be	  linked	  to	  Bondegaarden.	  It	  also	  became	  interesting	  to	  look	  at	  people	  who	  had	  the	  same	  standards	  as	  the	  existing	  customers	  in	  order	  to	  look	  at	  opportunities	  for	  an	  expansion	  of	  Bondegaarden’s	  customers.	  	  This	  was	  done	  through	  seven	  qualitative	  interviews,	  which	  became	  the	  empirical	  data	  for	  the	  analysis.	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Consumer	  Behaviour	  	  	  “Consumer	   behaviour	   reflects	   the	   totality	   of	   the	   consumer’s	   decisions	   with	   respect	   to	   the	   acquisition,	  
consumption,	   and	   disposition,	   services	   and	   activities,	   experiences,	   people	   and	   ideas	   by	   human	   decision-­‐
making	  units.”	  (Hoyer	  et	  al,	  2010:	  3)	  Consumer	   behaviour	   is	  more	   than	   just	   the	  way	   a	   person	   consumes	   a	   commodity.	   It	   also	   includes	   the	  consumer’s	  use	  of	  services,	  activities,	  experiences	  and	  so	  on.	  	  Consumer	  behaviour	  is	  the	  study	  of	  how	  we	  humans	  choose	  to	  consume	  the	  way	  we	  do.	  A	  big	  part	  of	  this	  is	   centred	   in	   behaviourism,	   the	   study	   of	   why	   we	   do,	   what	   we	   do,	   but	   with	   the	   specific	   focus	   on	  consumption.	   Therefore	   the	  market,	   commercialising,	   branding	   and	   social	  movements	  must	   be	   taken	  into	  consideration	  as	  well.	  	  	  (Unless	  otherwise	  stated,	  the	  chapter	  is	  based	  on	  Hoyer	  et	  al,	  2010)	  	  
The	  Model	  of	  Consumer	  Behaviour	  	  There	  are	  different	  ways	  of	  viewing	  consumer	  behaviour.	  It	  can	  be	  seen	  as	  an	  individual	  project	  of	  pur-­‐chasing	  happiness	  and	  wellbeing,	  but	  it	  can	  also	  be	  seen	  as	  a	  construction	  of	  culture,	  social	  life,	  the	  market	  and	  political	  history.	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(The	  Psychological	  Core,	  Hoyer	  et	  al,	  2010:	  43)	  	  This	  model	  of	  understanding	  consumer	  behaviour	  has	  several	  parts.	  	  A	  social	  part,	  where	   the	   individual	   is	  affected	  by	  social	  movements,	  where	  we	  have	  chosen	   to	  use	   the	  post/hypermodern	  theory.	  	  It	  then	  contains	  a	  psychological	  part,	  where	  motivations,	  ability	  and	  opportunities	  for	  the	  consumers	  are	  important	  and	  here	  we	  have	  chosen	  to	  use	  the	  hierarchy	  of	  needs	  by	  Maslow.	  	  Then	   there	   is	   an	   individual	   process	   of	   decision	  making	  where	   the	   question	   is;	   how	   does	   a	   consumer	  make	  a	  choice	  regarding	  consumption.	  	  At	   last	   a	   part	   about	   outcome	   and	   issues.	   In	   total	   this	   gives	   us	   an	   understanding	   of	   why	   consumers	  behave	  the	  way	  they	  do,	  when	  they	  consume	  goods	  or	  services.	  This	  is	  why	  we	  have	  decided	  to	  include	  this	  model	   in	   our	   project,	   as	   it	   gives	   us	   the	   necessary	   understanding	   and	   provides	   us	   with	   a	   tool	   to	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analyse	  the	  interviews	  in	  relation	  to	  understanding	  the	  consumer.	  A	  further	  elaboration	  of	  the	  theory	  in	  general	  will	  follow.	  	  The	  ontology	  of	   this	  model	   is	   in	  accordance	  with	  our	  main	  school	  of	   thought,	   critical	   rationalism.	  The	  ontology	  of	  this	  model	  is	  based	  on	  the	  ontology	  of	  behaviourism,	  which	  is	  mainly	  positivistic,	  but	  is	  still	  leaning	  a	  bit	  towards	  the	  social	  constructivist	  philosophy.	  	  It	  is	  believed	  within	  behaviourism	  that	  humans	  react	  rationally	  to	  inputs,	  with	  predictable	  outputs.	  But	  with	  time,	  behaviourism	  has	  developed	  in	  a	  more	  social	  constructivist	  way,	  as	  it	  sees	  the	  individual	  in	  a	  social	  context.	  This	  we	  see	  in	  the	  model	  because	  of	  its	  main	  focus	  on	  the	  individual	  decision	  making,	  but	  also	  including	  consumer	  culture.	  The	   ontology	   of	   the	   hierarchy	   of	   needs	   by	   Maslow	   is	   very	   positivistic	   and	   classical	   behaviouristic,	  whereas	   Lipovetsky’s	   theory	   of	   the	   post-­‐	   and	   hypermodern	   consumer	   is	   leaning	   towards	   the	   social	  constructivist	   philosophy	   of	   science.	  However	   Lipovetsky’s	   theory	   and	   the	   positivistic	   philosophy	   are	  not	   contradictory.	   Even	   though	   they	   have	   different	   ontologies	   they	   are	   still	   within	   the	   same	   area	   of	  thought	  and	  can	  therefore	  be	  used	  in	  the	  same	  context.	  	  	  There	  will	  now	  be	  an	  elaboration	  on	   consumer	   culture,	   the	  psychological	   core,	   the	  process	  of	  making	  decisions,	  and	  consumer	  behaviour	  outcomes	  and	  issues.	  	  
1st	  part:	  Consumers	  Culture	  The	   first	   part	   of	   the	   consumer	   behaviour	   model	   is	   consumer	   culture.	   Within	   consumer	   culture,	   the	  consumer	   behaviour	   is	   seen	   as	   a	   social	   phenomenon	   that	   is	   caused	   by	   several	   technological	  developments	  and	  historical	  and	  social	  movements.	  Historically	   the	   emergence	  of	   a	   consumer	   culture	   is	   often	  dated	   to	   the	  17th	   and	  18th	   century	   and	  was	  shortly	  followed	  by	  department	  stores	  and	  the	  mass	  media	  –	  the	  television	  in	  particular.	  Consumer	  culture	  is	  criticised	  by	  some,	  who	  claim	  that	  consumer	  culture	  is	  essentially	  synonymous	  with	  “capitalist	   culture”	   or	   “mass	   culture”,	  which	   represents	   alienation	   and	   the	  destruction	  of	   a	   traditional	  social	  order	  by	  capitalist	  and	  industrial	  relations	  which	  undermines	  “real	  culture”	  and	  communities.	  In	  some	  cases	  consumer	  culture	   is	  seen	  as	  something	  produced	  and	  sustained	  by	  the	  mass	  media,	  which	  lulls	  people	  into	  the	  pleasures	  of	  consumption.	  Consumer	  culture	  is	  in	  the	  eyes	  of	  these	  critics	  associated	  with	  unauthentic,	  materialism,	   “Americanization”	   and	   “McDonaldization”	   of	   societies.	   (Ekström,	  2010:	  78)	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Lipovetsky’s	  Theory	  of	  the	  Hypermodern	  Consumer	  The	  western	  world	  is	  now	  developing	  from	  the	  post-­‐modern	  society	  into	  a	  hypermodern	  society	  and	  along	  with	  the	  changes	  of	  society,	  consumer	  behaviour	  is	  going	  through	  some	  changes	  as	  well.	  This	  is	  a	  theory	  of	  how	  consumer	  behaviour	  has	  developed	  through	  the	  three	  different	  periods	  of	  time,	  as	  described	  in	  the	  chapter	  of	  social	  changes.	  
1. The	  modern	  consumer	  Modernism	  is	  a	  social	  model,	  which	  rose	  in	  the	  17th	  hundred	  and	  was	  dominated	  by	  rational	  science,	  technical	  innovation	  and	  a	  search	  for	  an	  objective	  truth	  and	  universal	  laws.	  	  The	  modern	  consumer	  was	  seen	  as	  a	  rational	  object	  that	  was	  taking	  rational	  decisions.	  The	  modern	  consumer	  was	  only	  segmented	  after	  demographic	  and	  psychological	  variables.	  	  	  
2. The	  postmodern	  consumer	  The	  postmodern	  consumer	  differs	  from	  the	  modern	  consumer	  on	  different	  areas.	  The	  biggest	  difference	  is	   seen	   in	   addition	   to	   the	   consumer’s	   creation	   of	   identity.	   Where	   the	   modern	   consumer	   defined	   his	  identity	   through	   his	   work,	   the	   postmodern	   consumer	   does	   it	   through	   his	   consumption	   and	   the	  experiences	  related	  to	  this.	  The	  postmodern	  consumer	  influences	  his	  image	  by	  consumption,	  and	  he	  has	  a	   double	   role:	  He	   is	   not	   just	   a	   consumer	  but	   also	   a	   producer.	   This	   postmodern	   consumer	   lives	   in	   the	  present	  and	  defines	  his	   identity	   through	  his	   consumption.	  One	   can	  argue	   that	   this	   consumer	  not	  only	  uses	  experiences	  to	  construct	  his	  identity,	  but	  for	  the	  construction	  of	  his	  entire	  life.	  (Madsen,	  2010:	  49-­‐52)	  
3. The	  hypermodern	  consumer	  The	  hypermodern	  society	  comes	  along	  with	  hyperconsumption.	  Here	  the	  individual	  is	  through	  con-­‐sumption	  first	  of	  all	  seeking	  satisfaction.	  It	  can	  be	  seen	  as	  a	  hedonistic	  drive,	  where	  consumption	  is	  no	  longer	  seen	  as	  a	  way	  to	  compete	  with	  others	  about	  social	  status.	  In	  the	  hypermodern	  society	  personal	  lust	  is	  getting	  more	  important	  than	  status	  was	  in	  the	  postmodern	  society.	  The	  social	  relation	  is	  now	  less	  important	  and	  the	  individual	  consumption,	  personal	  experiences,	  and	  satisfaction	  are	  more	  important	  than	  consumption.	  The	  hypermodern	  consumer	  will	  not	  be	  seen	  as	  a	  rational	  and	  predictable	  individu-­‐al.	  The	  hypermodern	  consumer	  already	  exists	  along	  with	  the	  postmodern	  consumer,	  but	  it	  is	  assumed	  that	  this	  type	  of	  consumer	  will	  be	  more	  dominating	  in	  the	  future.	  (ibid:	  49-­‐52)	  Since	  there	  has	  been	  a	  change	  where	  it	  is	  no	  longer	  material	  goods,	  but	  terms	  such	  as	  time	  and	  authen-­‐ticity,	  which	  is	  in	  short	  supply,	  the	  idea	  of	  luxury	  has	  changed.	  	  These	  are	  some	  tendencies,	  which	  characterise	  consumption	  patterns	  today:	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The	  consumer	  lives	  in	  a	  constant	  supply	  of	  experience-­‐	  and	  entertainment	  influences.	  The	  lines	  be-­‐tween	  entertainment,	  experiences,	  and	  culture	  are	  not	  clear	  anymore,	  in	  the	  eyes	  of	  the	  consumer.	  The	  expectations	  of	  the	  consumer	  have	  risen	  along	  with	  the	  supply	  of	  experiences,	  and	  the	  consumer	  is	  us-­‐ing	  more	  time	  on	  sorting	  inputs	  and	  what	  they	  want	  to	  spend	  their	  time	  on.	  	  Some	   modern	   scientists	   agree	   that	   culture	   exerts	   its	   influence	   on	   consumer	   behaviour	   through	  culturally	   shared	  meanings,	   values,	   norms,	   rituals	   and	   role	   expectations.	   Culture	   regulates	   consumer	  behaviour	   by	   limiting	   the	   scope	   of	   intelligible	   and	   appropriate	   action	   in	   particular	   contexts.	   As	  individuals	   in	   a	   consumer	   culture,	   or	   in	   any	   given	   culture,	   we	   are	   limited	   by	   the	   restrictions	   of	   our	  cultural	  rules	  and	  norms,	  but	  we	  are	  still	  reflective,	  individual	  human	  beings,	  who	  can	  choose	  what	  and	  how	  to	  consume	  individually.	  	  	  
2nd	  part:	  The	  Psychological	  Core	  The	  psychological	  core	  is	  created	  through	  a	  combination	  of	  motivation,	  ability	  and	  opportunity.	  Bellow	  the	  three	  concepts	  will	  be	  defined.	  Within	  this	  part	  of	  the	  psychological	  core	  we	  will	  use	  Maslow’s	  hier-­‐archy	  of	  needs	  in	  order	  to	  understand	  the	  motivation,	  ability	  and	  opportunity	  of	  consumers	  in	  order	  to	  consume.	  	  	  
Maslow’s	  Hierarchy	  of	  Needs	  Maslow	  suggests	  that	  needs	  can	  be	  categorised	  into	  a	  basic	  hierarchy.	  People	  fulfil	  the	  lower-­‐order	  needs	  before	  they	  fulfil	  the	  higher	  needs	  and	  therefore	  goes	  step	  by	  step,	  up	  the	  hierarchy.	  	  
	  (Maslow’s	  Hierarchy	  of	  Needs)	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The	  three	  lowest	  needs	  are	  basic	  needs	  for	  human	  beings,	  and	  the	  motivation	  for	  getting	  these	  fulfilled	  is	  characterised	  as	  a	  motivation	  of	  lack.	  According	  to	  Maslow,	  the	  hierarchy	  has	  to	  be	  taken	  step	  by	  step,	  and	  the	  basic	  needs	  have	  to	  be	  covered	  in	  order	  to	  seek	  upwards.	  In	  our	  western	  world	  today,	  most	  people	  have	  covered	  the	  basic	  material	  needs	  and	  in	  a	  country	  like	  Denmark,	  there	  is	  a	  growing	  part	  of	  consumers	  who	  are	  now	  demanding	  experiences	  in	  their	  search	  for	  an	  individual	  identity	  and	  self-­‐actualization.	  (Lyck,	  2008:	  100)	  	  Maslow’s	  model	  can	  be	  used	  as	  a	  frame	  of	  understanding	  why	  consumers	  behave	  the	  way	  they	  do.	  Ethi-­‐cal	  consumption	  and	  the	  consumption	  of	  Bondegaarden’s	  meat	  are	  in	  the	  green	  or	  top	  blue	  segment	  depending	  on	  the	  individual	  and	  its	  motivation,	  values,	  considerations,	  and	  lifestyle.	  	  	  The	  need	  for	  self-­‐actualization,	  the	  need	  to	  be	  oneself,	  to	  create	  your	  own	  individual	  conditions	  and	  opportunities	  are	  highly	  growing	  along	  with	  the	  present	  high	  living	  standard	  in	  the	  Western	  world.	  The	  Western	  world	  is	  these	  days	  based	  on	  an	  individualized	  society,	  where	  the	  individual	  is	  in	  focus.	  There-­‐fore	  a	  need	  for	  self-­‐actualization,	  a	  need	  for	  defining	  yourself	  as	  a	  unique	  individual	  is	  important	  in	  our	  times.	  This	  can	  be	  done	  by	  several	  actions	  and	  choices	  and	  one	  of	  them	  is	  obviously	  consumption.	  (Madsen,	  2010:	  49)	  The	  hierarchy	  of	  Maslow	  has	  been	  criticised	  on	  different	  levels.	  It	  is	  a	  positivistic	  model	  made	  in	  the	  40’s	  in	  The	  United	  States	  and	  is	  therefore	  made	  from	  a	  Western	  point	  of	  view.	  It	  is	  made	  as	  a	  universal	  theory,	  and	  meant	  to	  be	  applied	  to	  all	  kinds	  of	  cultures,	  and	  thereby	  it	  does	  neither	  take	  different	  cul-­‐tures	  nor	  the	  changes	  in	  societies	  into	  account.	  It	  does	  not	  consider	  the	  fact	  that	  in	  some	  cultures	  maybe	  the	  need	  of	  morality	  comes	  before	  the	  need	  of	  self-­‐esteem.	  The	  problem	  with	  this	  model	  is	  that	  it	  claims	  to	  be	  universal,	  when	  it	  really	  is	  a	  cultural	  model	  of	  behaviour.	  It	  is	  a	  model	  focused	  on	  the	  individual,	  and	  does	  not	  take	  the	  cultural	  surrounding	  into	  considerations.	  The	  newer	  theories	  within	  the	  field	  of	  consumer	  behaviour	  have	  developed	  in	  the	  direction	  of	  social	  constructivism	  where	  culture	  and	  surroundings	  play	  a	  larger	  role.	  Further	  critic	  is	  that	  it	  only	  matches	  individuals	  in	  a	  western	  society,	  and	  have	  flaws	  when	  applied	  on	  developing	  coun-­‐tries.	  Despites	  the	  critiques	  of	  the	  hierarchy,	  it	  has	  been	  chosen	  because	  it	  is	  a	  theory,	  which	  belongs	  within	  behaviourism,	  and	  further	  contains	  the	  same	  ontology	  as	  this	  school	  of	  thought.	  In	  consumer	  behaviour	  there	  is	  a	  focus	  on	  motivation.	  The	  needs	  are	  what	  motivate	  people,	  and	  therefore	  the	  hierar-­‐chy	  of	  needs	  can	  be	  used	  to	  analyse	  the	  reasons	  that	  motivate	  people	  as	  consumers.	  Furthermore	  this	  theory	  is	  created	  to	  use	  upon	  the	  western	  society,	  and	  since	  this	  investigation	  lies	  within	  the	  Danish	  society,	  this	  is	  not	  a	  problem.	  	  	  Even	  though	  the	  consumer	  development	  theory	  and	  the	  Maslow’s	  hierarchy	  of	  needs	  lie	  within	  two	  different	  schools	  of	  thought,	  they	  can	  be	  combined	  within	  consumer	  behaviour.	  The	  two	  theories	  both	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focus	  on	  individual	  needs,	  though	  doing	  it	  in	  two	  different	  contexts.	  They	  are	  both,	  in	  different	  ways,	  describing	  the	  behaviour	  of	  people	  within	  different	  stages	  of	  development	  of	  a	  society.	  	  	  The	  two	  theories	  are	  comparable	  because	  Maslow’s	  fourth	  step	  “Esteem”	  and	  the	  post-­‐modern	  con-­‐sumer	  correlate	  perfectly.	  Here	  the	  creation	  of	  identity,	  the	  gain	  of	  self-­‐esteem	  and	  respect	  from	  others	  are	  in	  focus,	  though	  still	  in	  different	  contexts.	  It	  can	  be	  discussed	  whether	  the	  hypermodern	  consumer	  correlates	  with	  Maslow’s	  fifth	  and	  last	  step,	  the	  self-­‐actualization.	  But	  it	  can	  be	  argued	  that	  the	  overall	  idea	  of	  self-­‐actualisation	  is	  an	  important	  part	  of	  the	  hypermodern	  consumer,	  even	  though	  the	  details	  of	  Maslow’s	  self-­‐actualisation	  being:	  morality,	  creativity,	  spontaneity	  and	  acceptance	  of	  fact,	  are	  not	  di-­‐rectly	  applicable.	  It	  can	  be	  argued	  that	  the	  hyper-­‐modern	  consumer	  is	  focused	  on	  the	  self-­‐actualisation,	  but	  does	  it	  in	  another	  way	  than	  Maslow	  predicted.	  The	  hypermodern	  consumer	  is	  focused	  on	  hedonism,	  lust	  of	  the	  individual,	  which	  does	  not	  fit	  into	  the	  hierarchy	  of	  needs.	  	  Maslow’s	  highest	  level	  of	  the	  hierarchy	  and	  Lipovetsky’s	  theory	  have	  two	  suggestions	  of	  the	  need	  of	  people	  and	  consumers	  in	  a	  highly	  developed	  society.	  In	  a	  developed	  society	  like	  ours,	  Maslow	  claims	  that	  people	  will	  fulfil	  the	  need	  of	  self-­‐actualization	  and	  morality,	  whereas	  the	  hyperconsumer	  will	  fulfil	  the	  need	  of	  hedonism.	  It	  can	  be	  seen	  as	  an	  idealistic	  viewpoint	  on	  human	  nature	  versus	  a	  critical	  one.	  In	  a	  highly	  developed	  society,	  will	  people	  seek	  to	  fulfil	  the	  need	  of	  morality	  or	  will	  they	  still	  be	  seeking	  hedonistic	  pleasures?	  It	  is	  really	  a	  discussion	  of	  how	  people	  will	  react	  and	  seek	  when	  they	  have	  fulfilled	  all	  basic	  needs.	  Maslow’s	  hierarchy	  of	  need	  is	  important	  to	  use	  because	  it	  explains	  what	  needs	  that	  have	  earlier	  been	  seen	  as	  the	  most	  important	  in	  our	  western	  culture.	  Even	  though	  his	  theory	  can	  be	  seen	  as	  simple,	  the	  hierarchy	  of	  needs	  is	  still	  and	  important	  building	  block	  in	  the	  development.	  It	  paints	  a	  picture	  of	  how	  the	  pattern	  of	  need	  within	  the	  western	  cultures	  has	  developed.	  Even	  though	  the	  model	  is	  old	  and	  maybe	  a	  bit	  too	  positivistic,	  it	  still	  contains	  some	  truth	  and	  cultural	  heritage,	  which	  is	  important	  to	  take	  under	  consideration.	  	  
	  
Motivation	  	  Motivation	  is	  personal	  relevance,	  values,	  goal	  risks,	  perception	  and	  needs.	  What	  motivates	  the	  consumer	  to	  make	  a	  decision	  about	  the	  consumption	  of	  products?	  Here	  the	  theory	  of	  Maslow’s	  hierarchy	  of	  needs	  can	  be	  used	  to	  understand	  motivation.	  Further	  the	  desires	  of	  the	  post-­‐	  and	  hypermodern	  consumers	  are	  motivated	  in	  relation	  to	  consumption.	  According	  to	  Lipovetsky	  the	  desires	  and	  thereby	  the	  motivation	  is	  changing,	  due	  to	  the	  change	  in	  era.	  Further	  the	  “trend”	  and	  ideals	  in	  society	  can	  motivate	  individuals	  to	  follow	  the	  patterns.	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Ability	  Ability	   is	   resources	   to	   act,	   knowledge,	   experience,	   cognitive	   style,	   complexity	   of	   information,	  intelligence,	   age,	   education	   and	   habits.	   Ability	   is	   defined	   as	   the	   extent	   to	   which	   consumers	   have	   the	  necessary	  resources	  to	  make	  the	  outcome	  happen.	  If	  our	  ability	  to	  process	  information	  is	  high,	  we	  may	  engage	   in	   active	   decision-­‐making.	   Studies	   show	   that	   knowledgeable	   consumers	   or	   experts	   are	   more	  capable	  to	  reflect	  deeply	  about	  information,	  the	  conditions	  and	  circumstances	  of	  the	  product,	  than	  less	  knowledgeable	  consumers.	  There	   is	   also	   a	   difference	   in	   cognitive	   style	   or	   their	   preferences	   for	   ways	   information	   should	   be	  presented.	  Some	  prefer	   it	  visual	  others	  verbally.	   Intelligence,	  education,	  age	  and	  money	  are	   factors	  as	  well.	   Intelligent	   and	  educated	   consumers	   can	  better	  process	   complicated	   information	  and	  make	  more	  complex	  decisions.	  Age	  also	  has	  a	  big	  influence	  on	  consumer	  behaviour.	  Where	  you	  are	  in	  your	  life	  often	  determines	   your	   habits,	   whether	   you	   have	   children,	   live	   alone,	   have	   a	   job	   or	   are	   a	   student.	   Money,	  obviously,	  or	  the	  lack	  of	  them	  also	  constrains	  the	  consumers	  who	  might	  otherwise	  have	  the	  motivation	  to	  engage	  in	  behaviour	  that	  involves	  acquisitions.	  (Hoyer	  et	  al,	  2010:	  62-­‐64)	  	  
Opportunity	  Time,	  distractions,	  resources,	  repetition	  and	  control	  of	  information.	  The	  final	  factor,	  deciding	  whether	  motivation	  results	  in	  action,	  is	  the	  consumers’	  opportunities	  to	  engage	  in	  behaviour.	  For	  example,	  a	  consumer	  may	  be	  highly	  motivated	  to	  work	  out	  and	  also	  have	  enough	  money	  to	  join	  the	  gym	  (ability),	  however,	  he	  may	  be	  so	  busy	  that	  he	  has	  little	  opportunity	  to	  actually	  go.	  Though,	  even	  motivation	  and	  ability	  are	  high,	  someone	  may	  not	  take	  action	  or	  make	  decisions	  because	  of	  distractions,	  lack	  of	  time,	  and	  other	  factors.	  	  (ibid:	  64)	  	  
3rd	  part:	  The	  Process	  of	  Decision	  Making	  The	   consumer’s	   decision-­‐making	   process	   generally	   begins	   when	   the	   consumer	   identifies	   a	   lack,	   a	  consumption	  problem	  that	  needs	  to	  be	  solved.	  Problem	  recognition	  is	  the	  perceived	  difference	  between	  an	  ideal	  state	  and	  an	  actual	  state.	  An	  ideal	  state	  is	  the	  way	  that	  the	  consumer	  would	  like	  the	  situation	  to	  be,	   and	   the	   actual	   state	   is	   the	   real	   situation,	   as	   the	   consumer	   perceives	   it	   now.	   Problem	   recognition	  occurs	  if	  the	  consumer	  becomes	  aware	  of	  the	  space	  between	  the	  actual	  state	  and	  the	  ideal	  state.	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After	  the	  problem	  recognition	  has	  taken	  place,	  the	  decisions	  making	  process	  begins:	  	  	  
	  	  (The	  Decision	  Making	  Process,	  Kotler	  et	  al,	  2009)	  	  This	  model	  is	  created	  by	  Kotler,	  a	  marketing	  strategist	  and	  is	  called	  Understanding	  the	  Consumer.	  In	  this	  decision	  making	  process	  other	  factors	  are	  present	  as	  well.	  How	  does	  a	  person	  make	  a	  decision?	  Does	  the	  consumer	  choose	  out	  of	  rationality	  or	  out	  of	  a	  more	  hedonistic	  way	  of	  thinking?	  	  
4th	  part:	  Consumer	  Behaviour	  Outcomes	  and	  Issues	  The	   way	   consumers	   adapt	   to	   an	   innovation	   differs.	   How	   do	   consumers	   react	   to	   new	   products	   and	  markets,	  to	  new	  trends	  in	  the	  society?	  Researchers	  have	  identified	  five	  groups	  of	  consumers	  that	  differ	  in	  when	  they	  adopt	  an	  innovation	  in	  relation	  to	  when	  others	  do.	  	  
	  (The	  Adopter	  Groups,	  Hoyer	  et	  al.	  2010)	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The	   first	  2.5	  %	  of	   the	  consumers	  who	  adopts	   to	   the	   innovations	  are	  described	  as	   innovators.	  The	  next	  13.5	  %	   are	   called	   early	   adopters.	   The	   next	   34	  %	   are	   called	   the	   early	  majority.	   And	   the	   late	  majority	  represents	  the	  next	  34	  %.	  The	  last	  16	  %	  of	  the	  market	  to	  purchase	  the	  product	  are	  called	  laggards.	  (ibid:	  422).	  These	  groups	  have	  different	  characteristics	  and	  often	  different	  psychological	  profiles	  as	  well.	  
Innovators	   are	   enthusiastic	   about	   technology	   and	   they	   want	   to	   be	   the	   first	   to	   get	   a	   new	   high-­‐tech	  product.	   They	   will	   probably	   have	   a	   psychological	   profile	   that	   is	   in	   need	   of	   a	   higher	   extent	   of	  “confirmation”	  from	  the	  society	  and	  need	  for	  self-­‐actualization	  through	  materialism.	  
Early	   Adopters	   are	   visionaries	   in	   the	  product	   category.	   (ibid:	   423)	  They	   admire	   technologically	   new	  products	   primarily	   for	   its	   ability	   to	   create	   revolutionary	   breakthroughs.	   They	   are	   always	   looking	   for	  products	  that	  are	  faster,	  newer,	  and	  more	  advanced	  that	  makes	  life	  more	  efficient,	  easy,	  and	  fun.	  
Early	   Majority	   are	   pragmatists.	   They	   are	   looking	   for	   products	   with	   predictable	   improvements	   on	  already	   existing	   products.	   They	   are	   not	   risk	   takers,	   so	   the	   people	   in	   charge	   of	   the	   innovation,	   its	  reliability,	  and	  the	  company’s	  reputation	  are	  of	  great	  importance.	  	  They	  are	  price	  sensitive	  and	  usually	  wait	  until	  competitors	  enter	  the	  market	  so	  they	  are	  able	  to	  compare	  features	  and	  to	  be	  sure	  that	  it	  is	  a	  product	  that	  is	  here	  to	  stay.	  
Late	  Majority	   are	  more	  conservative.	  They	  prefer	  easy-­‐to-­‐use	  products	   that	  are	  preassembled	  where	  everything	  is	  included	  in	  an	  easy-­‐to-­‐use	  package.	  This	  is	  because	  they	  fear	  high-­‐tech	  products	  and	  rely	  on	  tradition.	  
Laggards	  are	  the	  slowest	  to	  adopt	  and	  very	  sceptic.	  However	  marketers	  find	  them	  interesting	  and	  gain	  a	  lot	  of	  knowledge	  by	  investigating	  why	  they	  are	  sceptic	  towards	  technological	  innovations.	  	  	  All	   these	   aspects	   of	   consumer	   behaviour	   that	   has	   been	  mentioned	   in	   this	   chapter	   will	   be	   taken	   into	  consideration	  when	   analysing	   the	   interviewees.	   This	   is	   one	   of	   the	   aspects	  we	   are	   investigating	  when	  trying	   to	   find	   out	   how	   Bondegaarden	   can	   increase	   it	   sales.	   Another	   aspect	   we	   are	   looking	   at	   is	  experience	  economics,	  which	  the	  next	  chapter	  will	  enlighten.	  	  	  	   	  
	   	  	   	  33	  /	  97	  
Experience	  Economics	  	  In	   our	   contemporary	  western	   society	   it	   is	   getting	  more	   and	  more	   popular	   to	   seek	   experiences	   of	   all	  kinds	   in	   our	   daily	   life.	   This	   is	   both	   when	   we	   are	   working,	   in	   our	   leisure	   time	   and	   when	   we	   are	  consuming.	  As	  consumers	  we	  want	  an	  extra	  experience	  when	  we	  are	  shopping	  in	  the	  supermarket	  and	  consuming	  a	  product.	  The	  good	  itself	  is	  not	  enough	  anymore,	  we	  want	  more.	  	  The	  English	  word	  experience	  has	  a	  double	  meaning.	  It	  can	  mean	  experience	  in	  the	  sense	  of	  a	  person	  can	  be	  experienced	  within	  an	  area.	  But	  it	  can	  also	  mean	  experience,	  in	  experiencing	  a	  concert	  or	  an	  event.	  	  In	  this	  case	  we	  will	  be	  dealing	  with	  the	  second	  definition	  primarily,	  but	  it	  can	  be	  discussed	  what	  lies	  in	  this	  double	  meaning	  and	  how	  it	  can	  be	  understood.	  But	  what	  is	  an	  experience?	  Experiences	  play	  on	  the	  thrill	   between	   the	   already	   familiar	   and	   the	   non-­‐familiar.	   Experiences	   are	   central	   for	   the	   creation	   of	  identity	   and	   meaning	   in	   life,	   and	   therefore	   also	   for	   how	   the	   community	   and	   society	   are	   shaped.	  Experiences	  are	  processed	  as	  memories	  and	  sometimes	  as	  a	  collective	  memory.	  	  There	   are	   two	   overall	   types	   of	   experiences,	   the	   primary	   and	   the	   secondary	   experience.	   The	   primary	  experience	  is	  the	  direct	  experience	  in	  form	  of	  a	  concert,	  a	  theatre	  play	  or	  similar,	  where	  the	  secondary	  is	  an	  experience,	  which	  is	  added	  to	  the	  good,	  and	  is	  thereby	  not	  the	  good	  itself.	  (Sundbo,	  2007:	  11)	  Here	  two	  types	  of	  secondary	  experiences	  exist,	   the	  active	  and	  the	  inactive	  secondary	  experience.	  The	  active	  secondary	  experience	  is	  when	  you	  actively	  get	  something	  in	  addition	  to	  purchasing	  a	  good.	  This	  can	  be	  collecting	  apples	  in	  an	  orchard,	  or	  purchasing	  meat	  from	  a	  farm	  where	  you	  have	  gone	  to	  see	  the	  cows.	  The	   secondary	   inactive	   experience,	   also	   called	   storytelling,	   is	   when	   a	   product	   has	   got	   a	   story,	   and	  thereby	  an	  experience,	  added	   to	   the	  packaging.	  This	  can	  either	  be	   in	   form	  of	  a	  certificate	  with	  certain	  values	  and	  histories,	  or	  directly	  through	  a	  story	  about	  the	  producers,	  the	  development	  of	  the	  product,	  or	  similar.	  	  	  	  	  Pine	  and	  Gilmore	  are	  seen	  as	  the	  fathers	  of	  experience	  economic	  theory,	  and	  in	  1999	  they	  made	  a	  model	  where	   each	   good	   is	   placed	   into	   a	   category.	   The	   categories	   are:	   Commodities,	   Goods,	   Services	   and	  Experiences	   (Lyck,	  2008:	  189).	  Depending	  on	   the	   category,	   the	   consumers	  are	  more	  or	   less	  willing	   to	  pay	  a	  higher	  price	  for	  the	  product.	  A	  cup	  of	  coffee	  from	  a	  vending	  machine	  will	  have	  a	  much	  lower	  price	  than	  a	  cup	  of	  coffee	  bought	  at	  Starbucks	  (coffee	  shop),	  where	  it	  is	  the	  total	  of	  enjoying	  good	  coffee	  that	  is	  the	   experience	   (Madsen,	   2010:	   20).	   	   Pine	   and	   Gilmore’s	   theory	   is	   based	   on	   the	   idea	   that	   experience	  economy	   is	   a	   completely	   new	   economic	   paradigm,	   where	   the	   consumer’s	   willingness	   to	   pay	   for	   the	  product	   changes	   due	   to	   the	   experience	   (lyck,	   2008:	   190).	   	   This	   rise	   of	   experience	   economics	   can	   be	  caused	  by	  several	  societal	  tendencies:	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-­‐ A	  mental	  change	  in	  the	  consumer’s	  orientation	  of	  values	  towards	  an	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  individual	  life	  project	  and	  towards	  hedonism.	  	  
-­‐ A	  change	  in	  communication	  between	  the	  consumer	  and	  producer.	  	  A	  new	  way	  of	  branding	  (story-­‐telling).	  
-­‐ Economic	  changes.	  More	  welfare,	  which	  increases	  purchasing	  power	  and	  changes	  the	  motivation	  of	  the	  consumer’s	  consumption.	  
-­‐ Changes	  in	  the	  occupational	  structure.	  From	  industrial	  production	  to	  service-­‐,	  information-­‐	  and	  experience	  economics.	  Thereby	  the	  creation	  and	  demand	  for	  experiences	  can	  be	  seen	  as	  an	  important	  new	  strategy	  within	  both	  the	  cultural,	  societal	  and	  economical	  markets.	  (Sundby,	  2007:	  31)	  	  	  
Change	  in	  Occupational	  Structure	  	  
-­‐	  (From	  raw	  material	  economics	  to	  experience	  economics,	  Madsen,	  2010:	  87)	  
	  The	  Development	  in	  economical	  ways	  of	  selling	  a	  product	  has	  gone	  from:	  
Raw	  material	  economics	  à	  Industrial	  economics	  (Goods)	  à	  Service	  economics	  à	  Experience	  economics	  	  The	  market	  has	  gone	  from	  being	  based	  on	  materials	  and	  good	  to	  being	  based	  on	  values.	  If	  we	  again	  use	  coffee	   as	   an	   example	   and	   place	   it	   in	   the	   different	   levels:	   In	   a	   raw	   material	   economics	   it	   is	   the	  unprocessed	  coffee	  bean.	  On	  this	   level	   the	  provider	  of	   the	  coffee	  beans	  does	  not	  have	  an	  effect	  on	  the	  price.	   	   The	   level	   of	   the	   price	   is	   set	   as	   a	   function	   of	   the	   relation	   between	   demand	   and	   supply.	   All	   the	  providers	  of	  coffee	  will	  at	  one	  point	  get	  the	  same	  price	  for	  their	  beans	  because	  it	  is	  undifferentiated.	  On	  the	  next	   level	  –	   industrial	  economics	  –	  we	  see	  a	  starting	  differentiating	  of	   the	  coffee	  product.	  Here	  the	   value	   of	   the	   brand	   gets	   important.	   Now	   there	   is	   a	   difference	   in	   the	   treatment	   of	   the	   coffee,	   the	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quality,	   the	   branding,	   and	   the	   position	   on	   the	  market.	   Now	   the	   consumer	  will	   experience	   a	   different	  product	  depending	  on	  the	  brand	  and	  can	  now	  create	  preferences.	  The	  next	  level	  is	  called	  service	  economics.	  This	  is	  about	  making	  the	  coffee	  available	  for	  the	  consumers	  by	  making	   to-­‐go	   coffee	   or	   machines	   with	   coffee.	   Here	   the	   quality	   and	   taste	   plays	   a	   role	   but	   also	   the	  availability.	  At	  the	   last	   level,	   the	  experience	  economics,	   the	  coffee	   is	  still	   the	  main	  product.	  But	  now	  the	  coffee	   is	  a	  part	  of	  a	  total	  experience.	  You	  go	  into	  a	  café,	  get	  a	  nice	  cup	  of	  coffee	  and	  at	  the	  same	  time	  you	  can	  enjoy	  your	  coffee	  in	  exciting	  and	  nice	  surroundings.	  Here	  the	  senses	  are	  stimulated,	  the	  sense	  of	  taste	  by	  the	  product,	  the	  sense	  of	  sight	  by	  the	  aesthetic	  surroundings,	  the	  sense	  of	  smell	  by	  the	  coffee	  smell	  and	  the	  sense	  of	  feeling	  by	  the	  packaging	  and	  service.	  Here	   the	   concept	   retailtainment	   is	   used.	   It	   is	   a	   contraction	   of	   retail	   and	   entertainment	   and	   is	   used	   in	  relation	  to	  the	  experience	  economy	  taking	  over	  the	  retail	  market.	  (Madsen,	  2010:	  18-­‐19)	  	  	  
The	  Four	  Areas	  of	  Experience	  Pine	  and	  Gilmore,	  are	  as	  mentioned	  very	  important	  in	  the	  creation	  of	  experience	  economic	  theory,	  and	  they	  have	  created	  four	  different	  experience	  areas:	  	  Entertainment,	  educational,	  aesthetic	  and	  escapist	  (escape	  from	  the	  reality).	  	  An	  experience	  can	  be	  built	  on	  one	  or	  several	  of	  these	  areas,	  but	  the	  strongest	  experience	  will	  have	  some	  of	  all	  the	  elements.	  	  
	  (The	  four	  areas	  of	  experience,	  Madsen,	  2010:	  20)	  	  As	   seen	  on	   the	  model	   the	  experience	   can	  be	  either	  absorbing	  or	   immersing.	  When	   is	   it	   absorbing	   the	  experience	  goes	   into	   the	   consumer	  and	  when	   it	   is	   immersing,	   the	   consumer	  goes	   into	   the	  experience.	  Furthermore	  you	  can	  have	  an	  active	  or	  passive	  participation	   in	   the	  experience.	  When	   looking	   into	   the	  four	  areas	  of	  the	  model,	  entertainment	  is	  in	  the	  passive	  section	  and	  does	  not	  demand	  anything	  from	  the	  consumer.	   In	   the	  educational	  section	  you	   learn	  something	  relevant	  about	   the	  world	  we	   live	   in.	  This	   is	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active	  participation	  and	  the	  consumer	  is	  involved.	  Edutainment	  is	  here	  relevant	  to	  mention	  as	  this	  is	  a	  mix	   of	   education	   and	   entertainment.	   The	   aesthetic	   element	   is	   mostly	   music,	   dance	   and	   art.	   It	   is	  subjective	  and	  cultural.	  The	  consumer	  is	  passive	  but	  goes	  into	  the	  experience.	  Escapism	  is	  the	  kind	  of	  experience	  where	  the	  consumer	  can	  let	  go	  and	  forget	  the	  hectic	  everyday	  life	  and	  enjoy	  it.	  This	  can	  be	  computer	  games	  and	  a	  walking	  trip	  in	  the	  mountains.	  (ibid:	  20-­‐24)	  These	  are	  the	  elements	  which	  can	  be	  in	  a	  given	  experience,	  but	  as	  Pine	  and	  Gilmore	  underlines,	  the	  good	  experience	  that	  people	  remember	  a	  long	  time	  afterwards,	  have	  a	  bit	  of	  all	  elements	  in	  it.	  	  	  	  
Kotler’s	  Concept	  of	  Goods	  	  	  	  
	  (Kotler’s	  concept	  of	  goods,	  Lyck,	  2008:	  14)	  	  This	  concept	  of	  goods	  contains	  the	  notion	  that	  the	  producer	  must	  decide	  on	  a	  set	  of	  variables,	  depending	  on	  his	  idea	  of	  the	  consumers’	  preferences	  in	  the	  different	  areas.	  In	  Kotler’s	  concept	  there	  is	  the	  material	  centre,	  which	  is	  also	  called	  the	  core	  product,	  meaning	  the	  good	  itself.	  	  Then	  there	  is	  the	  circle	  surrounding	  the	  material	  good,	  the	  actual	  product,	  which	  contains	  the	  material	  elements.	  This	   is	  the	  design	  of	  the	  product,	  where	  it	   is	  sold,	   the	  brand,	  the	  quality,	   the	  taste,	   the	  value	  and	  price.	  The	  last	  circle	  is	  the	  immaterial	  elements,	  the	  augmented	  product.	  This	  is	  the	  servicing,	  the	  treatment	  of	  the	   consumers,	   the	   add-­‐on,	   the	  branding,	   availability,	   delivery,	   guarantees,	   the	   total	   experience	  of	   the	  product.	  This	  contains	  every	  feature	  of	  the	  product	  and	  is	  the	  total	  experience	  the	  consumer	  gets	  from	  purchasing	  the	  product.	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This	   model	   is	   useful	   and	   relevant	   because	   the	   three	   elements	   combined	   in	   the	   concept	   is	   the	   value	  proposition	   to	   the	   consumer.	  Most	  market	   competition	   these	  days	   is	   around	   the	   augmented	  products	  and	  services	  and	  it	  is	  where	  companies	  create	  a	  competitive	  advantage.	  (Christensen	  et	  al,	  2007:	  27)	  	  There	   are	  many	   views	   and	  models	  within	   experience	   economic	   theory,	   here	   only	   the	  most	   important	  and	  useful	   for	   this	   project	   have	  been	  outlined.	   These	   theories	  will	   be	  used	  when	   analysing	   consumer	  behaviour	   in	   relation	   to	   Bondegaarden	   in	   order	   to	   understand	   what	   is	   important	   for	   the	   customers,	  when	  purchasing	  meat	  at	  Bondegaarden.	  Experience	  economy	  has	  been	  chosen	  as	  a	   theory	  due	  to	   the	  already	  existing	  idea	  of	  making	  Bondegaarden	  and	  its	  farm-­‐shop	  a	  place	  where	  families	  can	  come,	  clap	  the	  cows,	  cut	  down	  a	  Christmas	  tree,	  visit	  the	  gallery	  and	  pass	  a	  Sunday	  at	  the	  countryside.	   	  To	  create	  focus	  on	  the	  experience	  in	  relation	  to	  Bondegaarden	  it	  might	  be	  a	  way	  to	  increase	  the	  demand,	  and	  this	  will	  be	  investigated	  in	  the	  analysis	  of	  the	  interviews.	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Societal	  changes	  	  	  
From	  Modern	  to	  Postmodern	  Any	  society	  is	  a	  consumer	  society	  to	  a	  greater	  or	  lesser	  extent.	  (Bauman,	  2005:	  24)	  Everybody	  needs	  to	  consume	  to	  stay	  alive	  and	  to	  keep	  the	  society	  functioning.	  The	  western	  society	  has	  over	  time	  moved	  through	  different	  stages	  of	  development.	  These	  developments	  can	  be	  described	  with	  different	  social	  models.	  Regarding	  consumers,	  the	  first	  important	  social	  model	  was	  the	  modern	  society,	  which	  rose	  in	  the	  17th	  hundred.	  The	  modern	  society	  has	  also	  been	  called	  a	  producer	  society,	  because	  it	  engaged	  its	  members	  primarily	  as	  producers.	  (ibid:	  24)	  The	  way	  the	  society	  shaped	  up	  its	  members	  was	  dedicated	  to	  fulfil	  the	  need	  as	  producers.	  Even	  though	  people	  of	  all	  times	  have	  been	  producing,	  it	  was	  the	  main	  function	  of	  the	  citizens	  in	  this	  modern	  society	  and	  therefore	  the	  name	  producer	  society.	  	  Where	   the	  modern	   society	   was	   called	   producer	   society,	   the	   postmodern	   society	   has	   been	   called	   the	  
consumer	  society.	   Instead	   society	   here	   shapes	  up	   its	  member	   as	   fulfilling	   the	   roles	   as	   consumers.	   The	  
postmodern	  society	   is	   the	   contemporary	   society	   (ibid:	   23)	   though	   it	   can	  be	  discussed	  whether	  we	   are	  moving	  forward	  to	  a	  new	  societal	  model,	  being	  the	  hypermodern	  society	  (Lipovetsky).	  Of	  course	  in	  both	  the	  modern,	  post-­‐	  and	  hypermodern	  society	  there	  have	  always	  been	  consumers	  and	  producers.	  Otherwise	  a	  society	  cannot	  function,	  but	  the	  difference	  is	  on	  the	  emphasis,	  and	  on	  the	  structure	  of	  the	  labour	  force.	  (ibid:	  24)	  	  There	   have	   been	   certain	   changes,	   which	   have	   created	   the	   development	   from	   the	   modern	   to	   the	  
postmodern	  society:	  
-­‐ Change	  in	  the	  Market	  of	  Labour:	  The	  type	  of	  work	  has	  changed.	  Not	  that	  many	  people	  work	  in	  factories	  and	  with	  production	  anymore.	  The	  work	  used	  to	  be	  monotonous	  and	  a	  routine,	  there	  was	  an	  elimination	  of	  choice,	  and	  it	  is	  precisely	  the	  absence	  of	  routine	  and	  the	  state	  of	  constant	  choice	  that	  are	  the	  virtues	  of	  a	  consumer.	  
-­‐ Technological	   Progress:	   There	   has	   been	   a	  major	   development	  within	   technology,	  which	   has	  created	  the	  internet	  and	  thereby	  a	  lot	  of	  consequences.	  The	  internet	  is	  a	  major	  factor	  in	  regards	  to	  the	  development	   of	   globalisation.	   The	   elimination	   of	   the	   national	   state	   and	   the	   intercultural	   worldwide	  communication	  is	  consequences	  of	  globalization.	  
-­‐ Individualization:	  Unlike	  production,	   consumption	   is	   an	   individual	   activity	   and	  our	   society	   is	  individual	  as	  well.	  
-­‐ Increase	   in	  Welfare:	  The	   increase	   in	  welfare	   is	  a	  major	  reason	  of	  why	  we	   live	   in	  a	  consumer	  society.	  An	  increase	  in	  welfare	  has	  made	  an	  increase	  in	  consumptions	  possible.	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-­‐ Social	  Identity:	  The	  way	  in	  which	  people	  are	  integrated	  into	  the	  social	  order	  and	  given	  a	  place	  in	  it.	  The	  way	  people	  find	  their	  social	  identity	  is	  different,	  and	  now	  primarily	  happens	  through	  consumption.	  (ibid:	  23-­‐26)	  These	   are	   some	   factors	   that	   have	   created	   the	   turn	   from	   the	  modern	   society	   to	   the	  postmodern.	   In	   the	  
postmodern	  society	  the	  consumers	  are	  constantly	  getting	  exposed	  to	  different	  consumption	  temptations.	  Consumers	  have	  the	  freedom	  of	  choice	  and	  desire	  to	  consume,	  and	  the	  market	  economy	  is	  functioning	  around	   this.	  The	  postmodern	  society	   is	  an	  optimistic	   society	  where	   they	  believe	   in	   the	   future	  and	  self-­‐actualisation	   is	   in	   focus	   (Lipovetsky,	   2005:	   9)	   The	   producers,	   the	   companies	   and	   the	   forces	   of	   the	  market	   are	   always	   trying	   to	   seduce	   the	   consumers	   into	   consuming	   their	   product.	   Competitiveness	  between	  companies,	   the	  effort	   to	   look	  attractive	   in	  the	  eyes	  of	   the	  consumers	  and	  thereby	  making	  the	  highest	   profit	   is	   the	   main	   force	   of	   our	   contemporary	   market.	   Therefore,	   the	   consumers	   are	   the	  cornerstones	  of	  a	  capitalistic	  society.	   	  As	  Bauman	  puts	   it:	   “They	  are	  the	  judges,	  the	  critics,	  the	  choosers”	  (Bauman,	  2005:	  24)	  	  	  
From	  Postmodern	  to	  Hypermodern	  But	  according	  to	  the	  French	  sociologist	  Gilles	  Lipovetsky,	  the	  postmodern	  society	  has	  started	  to	  develop	  into	  the	  next	  era,	  the	  hypermodern	  society.	  The	  hypermodern	  society	  is	  the	  era	  that	  comes	  after	  the	  postmodern	  era	  and	  is	  what	  our	  society	  is	  now	  in	  the	  transaction	  phase	  into.	  These	  are	  the	  characteristics	  of	  the	  hypermodern	  society	  as	  Lipovetsky	  describes	  it:	  	  
-­‐ Personal	   Desire:	  Here	   the	   individual	   is	   seeking	   to	   satisfy	  a	  personal	  desire	  and	   the	   feeling	  of	  happiness,	  and	  not	  to	  gain	  status	  as	  seen	   in	  the	  postmodern	  society.	  Furthermore	  the	  society	   is	  getting	  more	  flexible,	  and	  is	  reconstructed	  to	  fit	  the	  individual	  desire	  instead	  of	  the	  collective	  wish	  (Lipovetsky,	  2005:	  9)	  	  
-­‐ Fear	  of	  the	  Future:	  Contrary	  to	  the	  postmodern	  society,	  where	  the	  consumer	  lives	  in	  the	  present,	  a	  great	  concern	  about	  the	  future	  is	  influencing	  the	  hypermodern	  society	  and	  thereby	  the	  hypermodern	  consumer.	  This	   is	   increased	  fear	   for	  pollution,	  climate	  changes,	   terror	  and	  the	  future	   in	  general.	  Along	  with	  the	  fear	  of	  future	  there	  is	  also	  a	  desire	  for	  reconnecting	  with	  the	  past	  and	  a	  nostalgic	  feeling.	  (ibid:	  13	  and	  21).	  	  
-­‐ Shortage	   of	   Time:	   In	   the	  hypermodern	  society	   time	   is	   of	   short	   supply.	   Lipovetsky	   claims	   that	  people	   buy	   themselves	   more	   free-­‐time	   because	   they	   want	   more	   time	   to	   satisfy	   their	   own	   emotional	  needs.	  It	  is	  not	  everybody	  that	  has	  the	  opportunity	  to	  participate	  in	  this	  self-­‐actualization	  hedonistic	  act,	  and	  thereby	  it	  becomes	  a	  symbol	  of	  status.	  Time	  can	  be	  one	  of	  the	  status	  symbols	  of	  the	  future,	  because	  not	  everybody	  can	  afford	  to	  buy	  free	  time,	  and	  this	  could	  be	  a	  new	  form	  of	  social	  inequality.	  	  	  
-­‐ Focus	  on	  the	  Self,	  Not	  the	  Surroundings:	  In	  the	  postmodern	  society	  it	  is	  allowed	  to	  think	  about	  oneself	  and	  to	  be	  narcissistic.	  But	  in	  the	  hypermodern	  society,	  the	  same	  consumer	  is	  getting	  responsible,	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organised	  and	  effective.	  This	  can	  be	  seen	  in	  the	  fact	  that	  the	  consumer	  no	  longer	  has	  the	  need	  to	  show	  status	  to	  others,	  but	  now	  only	  to	  itself.	  When	  a	  consumer	  for	  example	  buys	  and	  wears	  organic	  clothes,	  there	  are	  not	  always	  visible	  signs	  to	  the	  surrounding	  that	  this	  is	  a	  value-­‐oriented	  consumer.	  Because	  the	  organic	   clothes	  do	  not	   radiate	  values	   to	   the	   surroundings,	   it	   is	  mainly	  because	  of	   the	   consumer	   itself,	  that	   this	  product	   is	  consumed.	  The	  same	  could	  be	  said	  about	  ethical	  consumption	  of	   food.	  This	  can	  be	  seen	  as	  a	  tendency	  within	  the	  hypermodern	  consumer	  type.	  	  Our	   contemporary	   society	   is	   in	   the	   transforming	   phase,	   from	   the	   postmodern	   into	   the	   hypermodern	  
society;	  therefore	  the	  consumers	  of	  today	  will	  also	  appear	  to	  be	  in	  this	  transaction	  phase.	   	  (Smith	  et	  al,	  2008)	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Interview	  Guide	  	  
For	   this	   project	   we	   have	   carried	   out	   seven	   qualitative	   interviews.	   Qualitative	   research	   is	   a	   research	  strategy	  that	  usually	  emphasises	  words	  rather	  than	  quantification	  in	  the	  collection	  and	  analysis	  of	  data	  (Bryman,	  2012:	  380)	  Qualitative	  research	  is	  a	  way	  of	  gathering	  information	  regarding	  a	  certain	  topic,	  through	  the	  conduction	  of	  interviews.	  “Interviewing	  provides	  access	  to	  the	  context	  of	  human	  behaviour	  and	  thereby	  provides	  a	  way	  
for	  researchers	  to	  understand	  the	  meaning	  of	  the	  behaviour”	  (Seidman,	  2006:	  10)	  Kvale	   operates	  with	   seven	   stages	   of	   an	   interview	   inquiry.	   These	   are	   the	   seven	   stages	   you	   can	   use	   as	  guidelines	  before,	  during	  and	  after	  conducting	   the	   interview.	  All	  concepts	  within	   the	  discussion	  of	   the	  seven	  steps	  are	  from	  Kvale,	  2009,	  unless	  other	  is	  stated.	  	  	  
1.	  Thematising	  Formulating	  the	  purpose	  of	  the	  study;	  Why?	   (Clarifying	  the	  purpose	  of	  the	  study),	  what?	   (Gaining	  the	  necessary	  pre-­‐knowledge)	  and	  how?	  (Choice	  of	  techniques)	  The	   purpose	   of	   this	   study	   is	   to	   gain	   information	   from	  Bondegaarden’s	   already	   existing	   and	   potential	  customers	  regarding	  their	  consumption	  habits.	  We	  want	   to	  gain	  relevant	   information	  of	  why	  they	  have	  chosen	  to	  consume	  Bondegaarden’s	  products,	  how	  their	  general	  consumption	  pattern	  is,	  how	  much	  they	  value	  quality	  food,	  how	  much	  emphasis	  they	  put	   on	   different	   certificates,	   and	   in	   general	   which	   values	   they	   are	   influenced	   by.	  This	   information	   is	   needed	   in	   our	   project	   to	   be	   able	   to	   draw	   a	   general	   pattern	   of	   Bondegaarden’s	  existing	   and	   potential	   customer’s	   values	   and	   lifestyle.	   Thereby	   we	   will	   be	   able	   to	   classify	   what	  characterises	   these	   two	   groups,	   and	   thereby	   provide	   Bondegaarden	   with	   necessary	   information	   to	  increase	  its	  number	  of	  customers	  and	  thereby	  also	  its	  profit.	  	  The	   necessary	   pre-­‐knowledge	   we	   needed	   to	   conduct	   our	   interviews	   was	   regarding	   Bondegaarden,	  experience	  economics,	  ethical	  consumption,	  animal	  welfare,	  environmental	  and	  organic	  certificates,	  CSR,	  and	   price	   differences.	   Regarding	   the	   choice	   of	   techniques	  within	   the	   area	   of	   qualitative	   research,	   we	  were	   in	   the	  beginning	  considering	  whether	   to	  make	   focus	  group	   interviews	  or	  not.	  We	  wanted	   to	  use	  focus	  groups	  because	  we	  were	  interested	  in	  the	  discussion	  between	  the	  members	  that	  hopefully	  appears	  during	  the	  focus	  group.	  We	  thought	  that	  it	  would	  be	  interesting	  to	  look	  at	  the	  creation	  of	  an	  opinion	  and	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the	   flow	   of	   values	   and	   discourses	   between	   individuals.	  We	   thought	   this	  was	   interesting	   to	   look	   at	   in	  regards	  to	  ethical	  consumption	  as	  a	  collectively	  constructed	  phenomenon,	  and	  here,	  focus	  group	  was	  a	  very	  relevant	  and	  useful	  method.	  	  After	   further	   considerations	  and	  discussion,	  we	  chose	   to	  use	   the	   semi-­‐structured	   individual	   interview	  instead.	  We	  dismissed	  the	  focus	  groups	  as	  our	  research	  methods	  because	  of	  several	  reasons.	  First	  of	  all	  we	  were	  afraid	  that	  our	  topic	  would	  not	  create	  a	  relevant	  discussion	  between	  the	  participants.	  Our	  topic,	  consumption	  habits	  and	  ethical	  consumption,	  is	  not	  a	  subject	  that	  everybody	  necessarily	  has	  given	  a	  lot	  of	   thought,	   or	   has	   a	   strong	   opinion	   about.	   The	   focus	   group	   interview	  might	   not	   provide	   us	   with	   the	  material	  we	  were	  looking	  for.	  We	  would	  not	  be	  able	  to	  compare	  the	  answers	  from	  the	  participants	  in	  the	  same	  was	  as	  we	  can	  with	  single-­‐handed	  interviews.	  And,	  as	  mentioned,	  we	  would	  like	  to	  paint	  a	  picture	  of	   the	  values	  and	   lifestyle	  of	  Bondegaarden´s	  customers.	  By	  doing	  single-­‐handed	   interviews	  we	  would	  gain	  a	  more	  personal	  picture	  and	  in-­‐depth	  knowledge	  of	  all	  our	  participants.	  And	  at	  last,	  we	  thought	  that	  doing	  focus	  groups	  as	  our	  main	  research	  method	  on	  our	  2nd	  semester	  would	  be	  too	  time	  consuming	  for	  our	  limitations.	  	  Therefore,	  we	  have	  used	  the	  semi-­‐structured	  interview	  as	  our	  method	  of	  research.	  The	  semi-­‐structured	  interview	   is	   structured	   by	   a	   set	   of	   questions,	   which	   is	   divided	   by	   themes	   and	   a	   number	   of	   different	  questioning	   techniques.	   The	   same	   questions	   are	   asked	   in	   all	   of	   the	   interviews,	   but	   order	   and	  circumstances	  might	  differ.	  Follow	  up	  questions	  are	  based	  on	  answers	  of	  the	  respondents.	  By	  doing	  the	  semi-­‐structured	   interview	  we	   are	   hopefully	   able	   to	   gain	  more	   details,	   a	   unique	   insight,	   and	   also	   the	  interviews	  are	  more	  comparable	  and	  quantifiable	  compared	  to	  focus	  groups.	  	  
2.	  The	  Design	  of	  the	  Study	  When	  designing	  an	  interview	  study,	  the	  first	  important	  thing	  is	  to	  have	  an	  exact	  idea	  of	  what	  you	  need	  to	  gain	   from	   the	   interview.	   The	   creation	   of	   the	   interview	   questions	   is	   therefore	   the	   foundation	   of	   an	  interview	  project.	  When	  making	  the	  questions	  we	  started	  making	  a	  brainstorm	  of	  questions	  we	  wanted	  to	  ask.	  Furthermore	  we	  decided	  on	  themes	  that	  would	  be	  the	  focus	  of	  the	  interview,	  and	  separated	  the	  already	  made	  questions	  into	  the	  different	  themes,	  and	  created	  more	  questions.	  We	  were	  very	  cautious	  of	  not	  making	   any	   leading	  questions,	   but	   instead	  keeping	   them	  very	  open.	  Moreover	  we	  also	  made	   sure	  that	  we	  did	  not	  use	  words	  that	  could	  be	  interpreted	  differently.	  With	  some	  of	  the	  questions	  and	  words	  we	  asked	  a	  classmate	  how	  she	  interpreted	  them,	  to	  make	  everything	  as	  smooth	  as	  possible.	  Furthermore	  we	  wanted	  to	  avoid	  questions	  that	  could	  make	  the	  interviewer	  feel	  uncomfortable.	  Therefore	  we	  did	  not	  ask	  into	  details	  about	  the	  economic	  situation	  in	  general,	  and	  also	  in	  regards	  to	  their	  consumption.	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After	  making	  all	  the	  questions,	  we	  held	  a	  workshop	  where	  two	  of	  the	  group	  members	  interviewed	  the	  remaining	   two.	   The	  main	   intention	   with	   the	   workshop	  was	   for	   the	   interviewers	   to	   practice	   and	   feel	  comfortable	  with	  the	  questions	  we	  developed.	  During	   the	  workshop	  however,	  we	  also	  saw	  an	  opportunity	   to	  sense	   the	  duration,	  and	  see	  what	  went	  good	  and	  wrong	  in	  regards	  to	  the	  questions.	  At	  the	  end	  of	  the	  workshop	  we	  evaluated	  and	  made	  some	  changes,	  words	  that	  had	  to	  be	  changed,	  or	  sentences	  that	  needed	  to	  be	  rephrased.	  The	  group	  members	  being	   interviewed	   already	   knew	   the	   questions,	   and	   afterwards	   we	   thought	   that	   it	   might	   have	   been	  better	  to	  try	  it	  on	  a	  person,	  not	  familiar	  with	  the	  questions.	  Unfortunately	  we	  realised	  that	  too	  late,	  so	  we	  did	  not	  have	  time	  to	  conduct	  a	  trial	  interview.	  So	  after	  the	  first	  interview	  with	  a	  potential	  customer	  there	  were	  some	  questions	  that	  needed	  rephrasing,	  and	  this	  was	  changed	  for	  the	  next	  ones.	  However	  we	  do	  not	  believe	  that	  the	  quality	  of	  the	  data	  collected	  from	  the	  first	  interview	  is	  of	  less	  importance	  than	  the	  others.	  	  In	  the	  design	  of	  the	  study	  we	  had	  to	  take	  into	  account	  that	  we	  were	  very	  time	  limited,	  with	  two	  months	  to	   investigate	   and	   finalise	   this	   project.	   The	   amount	   of	   interviewees	  was	   therefore	   chosen	   because	   of	  time	  limitations.	  We	  decided	  to	  conduct	  three	  interviews	  within	  each	  of	  our	  groups	  of	  focus,	  six	  interviews	  in	  total,	  since	  we	  felt	  that	  two	  interviews	  would	  not	  be	  representative,	  and	  four	  would	  not	  be	  in	  our	  capacity.	  	  	  We	  decided	  to	  begin	  with	  the	  group	  of	  the	  existing	  customers.	  We	  arranged	  a	  meeting	  with	  Jørgen	  Skou	  Larsen,	  where	  we	   looked	   through	  his	   customer	  database	  and	   selected	   customers	  who	  had	  bought	  big	  quantities	  of	  meat,	   either	   a	  quarter	  or	  half	   a	   cow.	  Furthermore	   the	   customers	  had	   to	  have	  purchased	  more	  than	  once,	  where	  the	  latest	  purchase	  should	  be	  in	  2011,	  or	  2012.	  From	  those	  criteria	  we	  found	  16	  matches.	  Jørgen	  Skou	  Larsen	  sent	  an	  email	  to	  the	  selected	  people	  explaining	  the	  project	  and	  asking	  for	  their	  help.	  Two	  women	  replied	  and	  we	  arranged	  an	  interview	  with	  them.	  	  When	  we	  only	   received	  replies	   from	  women	  we	  decided	   to	  make	  all	   the	   interviews	  with	  women.	   	  We	  believe	   that	   it	  was	   better	  when	   it	   came	   to	   the	   analysis,	   because	  with	   our	   themes	   of	   the	   interview,	   it	  would	  be	  best	  to	  compare	  the	  answers	  with	  people	  from	  the	  same	  sex.	  	  The	  owner	  of	  Bondegaarden	  Jørgen	  Skou	  Larsen	  had	  described	  his	  main	  segment	  of	  customers	   for	  us.	  They	  were	   households,	  with	   children	   in	   the	   school	   age,	   since	   the	   family	   has	   to	   have	   a	   certain	   size	   to	  demand	   large	   quantities.	   They	   also	   had	   to	   be	   two-­‐income	   families	   because	   of	   the	   need	   for	   a	   high	  disposable	   income.	   So	   in	   regards	   to	   the	   potential	   customers	   it	   had	   to	   be	   women	   with	   a	   high	  socioeconomic	  status,	  in	  this	  casing	  meaning	  they	  had	  to	  have	  a	  high	  disposable	  income,	  high	  education	  and	  the	  ability	  to	  reflect	  upon	  consuming	  choices.	  (Appendix	  4)	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When	   it	   comes	   to	   the	   potential	   customers	   we	  were	   interested	   in	   interviewing	   people	   who	   had	   once	  visited	   Bondegaarden,	   bought	   something	   from	   the	   shop	   “Gaardbutikken”,	   but	   never	   purchased	   again.	  However	   Jørgen	  Skou	  Larsen	  does	  not	  have	  any	   records	  of	   these	   customers,	   so	   this	  was	  not	  possible.	  Jørgen	  Skou	  Larsen	  is	  very	  interested	  in	  reaching	  out	  to	  the	  segment	  of	  women	  living	  on	  Frederiksberg,	  Vesterbro	  and	  generally	   in	   the	   inner	  city	  of	  Copenhagen,	   since	  he	  within	   this	  segment	  has	   the	  biggest	  Google	  hits.	  However	  we	  decided	  to	  expand	  the	  geographical	  area,	  so	  it	  also	  consisted	  of	  the	  suburbs	  of	  Copenhagen.	  	  We	  were	  searching	  for	  women	  with	  a	  long	  education	  since	  they	  have	  a	  higher	  income.	  Furthermore	  we	  believe	   they	  are	  more	  reflective	  about	  what	   they	  buy.	  We	  assume	  that	   this	  result	   in	  a	  higher	   focus	  on	  quality,	   health	   and	   nutrition.	   Research	   shows	   that	   high	   educated	   and	   wealthy	   people	   live	   healthier	  because	  they	  are	  more	  informed	  about	  nutrition,	  exercise,	  and	  lifestyle	  in	  general,	  because	  they	  have	  the	  a	  better	  motivation,	  ability,	  and	  opportunity	  to	  choose	  and	  consume	  the	  healthier	  products.	  	  (Brønnum-­‐Hansen,	  2005,	  Højtuddannede	  københavnere	  lever	  længere	  med	  godt	  helbred)	  So	  we	  started	  looking	  at	  whom	  we	  might	  know	  in	  the	  outer	  circle	  of	  our	  networks	  that	  had	  the	  following	  criteria,	  and	  whom	  we	  knew	  also	  had	  some	  standards	  in	  regards	  to	  the	  quality	  of	  their	  consumption	  and	  food.	  We	  found	  three	  people	  and	  carried	  out	  the	  interviews.	  	  The	  owner	  of	  Bondegaarden	  contacted	  us,	  in	  regards	  to	  a	  new	  customer	  who	  would	  like	  to	  participate.	  He	  was	  from	  the	  segment	  which	  we	  found	  very	  interesting,	  so	  we	  included	  him	  in	  our	  already	  planned	  design,	  even	  though	  he	  was	  a	  group	  of	  his	  own.	  What	  we	  then	  realised	  during	  the	  interview,	  was	  that	  he	  was	  actually	  an	  expert,	  seeing	  he	  had	  both	  academic	  as	  well	  as	  professional	  experience	  within	  the	  fields	  we	  were	  asking	  about.	  This	  of	  course	  complicated	  things	  as	  we	  have	  to	  keep	  in	  mind	  that	  during	  expert	  interviews,	   it	   is	   important	   to	   remember	   that	   they	   might	   have	   a	   better	   understanding	   than	   the	  interviewer.	  Furthermore	  an	  expert	  might	  have	  a	  very	  strong	  opinion	  about	  it,	  as	  it	   is	  a	  subject	  he	  has	  given	  much	  thought,	  and	  it	  is	  therefore	  important	  not	  to	  let	  them	  take	  over	  the	  interview.	  In	  this	  case	  we	  do	  not	   feel	   this	   compromises	   the	   interview,	   as	   the	   interviewer	   still	  managed	   to	   stay	   in	   control	   of	   the	  interview.	  The	  interview	  also	  produced	  a	  lot	  of	  useful	  and	  important	  information	  for	  the	  project.	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3.	  Interviewing	  	  	  When	   interviewing	  we	  have	  been	   focusing	  on	   creating	   comfortable	   settings	   for	   the	   interviews,	   so	   the	  interviewees	   could	   feel	   relaxed,	   comfortable,	   and	   in	   the	  mood	   of	   sharing	   thoughts	   and	   opinions.	  We	  have	  conducted	  several	  interviews	  in	  the	  homes	  of	  the	  interviewees	  to	  maximise	  the	  feeling	  of	  security.	  Furthermore	  we	  have	  conducted	  an	  interview	  in	  a	  café	  and	  at	  the	  museum	  of	  Louisiana,	  according	  to	  the	  wishes	  of	  the	  interviewees.	  Before	   each	   interview	   we	   informed	   the	   interviewee	   that	   we	   would	   like	   to	   talk	   about	   consumer	  behaviour,	   so	   that	   their	  answers	  would	  not	  be	  biased	  by	   their	  pre-­‐knowledge.	  The	  briefing	  before	   the	  interviews	  has	  therefore	  been	  telling	  a	  bit	  about	  us	  and	  in	  the	  case	  of	  the	  existing	  customers	  also	  about	  Bondegaarden.	  We	   also	   told	   that	  we	   are	  working	  with	   the	   owner	   of	   Bondegaarden,	   and	  making	   this	  investigation	  on	  his	  behalf.	  	  After	  the	  interviews	  we	  followed	  up	  with	  a	  debriefing	  where	  it	  was	  asked	  whether	  the	  interviewee	  had	  any	  questions	  or	  comments	  for	  us.	  There	  have	  been	  two	  interviewers	  present	  at	  each	  interview.	  A	  main	  interviewer	  who	  was	  using	  the	  script,	  though	  with	  the	  possibility	  of	  changing	  the	  order	  of	  the	  questions,	  and	  a	  second	  interviewer,	  who	  created	  new	  questions	  to	  explore	  the	  points	  of	  the	  interviewee.	  This	  way	  we	  have	  been	  able	  to	  get	  all	  our	  standard	  questions	  answered,	  and	  still	  have	  personal	  questions	  made	  for	  the	  individual	  interviewee.	  Therefore	  the	  fact	  that	  there	  has	  been	  two	  present	  at	  each	  interview	  has	  entailed	   that	   we	   gained	   more	   fulfilling	   answers	   and	   thereby	   more	   reliable	   interviews.	   However	   the	  person	  who	  knew	  the	  potential	  customer	  did	  not	  carry	  out	   the	   interview	  but	  was	  however	  present	  as	  the	  second	  interviewer.	  All	  interviews	  have	  of	  course	  been	  audio	  recorded.	  	  
4.	  Transcribing.	  Transcribing	   is	   a	   time	   consuming	   part	   of	   the	   interview	  process,	   but	  we	  have	   chosen	   to	   transcribe	   all	  seven	   interviews	   personally,	   since	  we	   do	   not	   trust	   the	   reliability	   of	   transcription	   programs.	  We	   have	  chosen	   to	   transcribe	   the	   interviews	   in	   verbatim,	   where	   all	   “øhm”	   and	   other	   “half-­‐words”	   have	   been	  noted.	  This	  has	  been	  chosen	  due	  to	  the	  reliability	  of	  the	  transcription,	  and	  the	  information	  you	  can	  get	  out	  of	   these	  kinds	  of	  pauses	  within	   sentences.	  They	   can	   show	   insecurity,	   lack	  of	  knowledge,	  difficulty	  with	  understanding	  the	  question	  etc.	  and	  opposite	  if	  there	  is	  no	  pause,	  the	  interviewee	  has	  got	  a	  strong	  idea	  of	  what	  to	  answer.	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5.	  Analysing	  All	  the	  data	  was	  gathered	  before	  the	  analysis	  began.	  From	  the	  data	  there	  has	  been	  used	  grounded	  theory	  for	  the	  analysis.	  Our	  analysis	  of	  the	  interview	  will	  be	  focusing	  on	  meaning	  by	  focusing	  on	  coding.	  	  This	  project	  will	  not	  fulfil	  the	  method	  of	  coding	  since	  it	  is	  not	  the	  aim	  to	  formulate	  a	  theory.	  However	  the	  method	  of	  analysing	  is	  inspired	  by	  the	  steps	  of	  coding,	  and	  will	  be	  very	  similar	  to	  it.	  “Open	  coding	  refers	  
to	  “the	  process	  of	  breaking	  down,	  examining,	  comparing,	  conceptualizing,	  and	  categorizing	  data.”	   (Kvale,	  2009:	  202)	  The	  goal	  with	  coding	  the	  transcript	  is	  the	  development	  of	  categories.	  For	  this	  analysis	  there	  will	  be	  both	  a	  concept-­‐driven	  coding	  as	  well	  as	  data-­‐driven	  coding.	  This	   means	   that	   there	   are	   certain	   concepts	   and	   categories	   that	   we	   wish	   to	   gain	   knowledge	   about	  through	  the	  interviews,	  but	  it	  does	  not	  exclude	  new	  codes	  and	  categories	  for	  gaining	  importance	  for	  the	  project.	  (Kvale,	  2009:	  202)	  The	  following	  steps	  where	  followed	  through:	  
-­‐ Brainstorm	  over	  themes	  to	  look	  for	  
-­‐ Marking	  sections	  that	  matched	  the	  themes,	  and	  also	  marking	  sections	  of	  interests	  
-­‐ Labelling	  the	  marked	  sections	  
-­‐ Grouping	  sections	  and	  themes	  into	  categories	  
-­‐ Exploring	  the	  connection	  between	  the	  categories	  (Olsen	  et	  al,	  2011:	  213)	  	  These	   steps	   will	   help	   give	   a	   better	   overview	   of	   the	   transcriptions,	   and	   thereby	   gain	   a	   better	  understanding	  of	  what	  Bondegaarden	  can	  do	  in	  order	  to	  gain	  new	  customers.	  	  	  	  
6.	  Validity	  and	  Reliability	  When	   looking	   at	   reliability	   and	   validity	   of	   the	   steps,	   there	   have	   been	   thorough	   considerations	   and	  preparations	  beforehand	  in	  regards	  to	  thematising,	  designing,	  transcribing,	  and	  analysing.	  However	  there	  are	  some	  flaws	  such	  as	  not	  having	  a	  trial	  interview,	  but	  that	  is	  only	  in	  regards	  to	  the	  first	  interview.	   Generally	   the	   questions	   were	  made	   to	   be	   open	   and	   unbiased,	   unfortunately	   the	   follow-­‐up	  questions	   were	   at	   times	   more	   biased,	   and	   at	   times	   putting	   words	   in	   the	   interviewee’s	   mouth.	  Furthermore,	  when	  reading	  the	  transcriptions	  it	  has	  been	  realised	  that	  at	  times	  the	  follow-­‐up	  questions	  
	   	  	   	  47	  /	  97	  
are	   consisting	   of	  more	   than	   one	   question,	  which	   can	   create	   confusion.	   Also	  when	   giving	   examples	   to	  back	   up	   a	   question	  with,	   the	   interviewee	   often	   answered	   in	   accordance	   to	   the	   example,	   and	   not	   the	  actual	  question.	  This	  is	  something	  we	  had	  not	  considered	  when	  discussing	  our	  approach.	  Whether	  or	  not	  to	   give	   examples	   should	  maybe	   be	   taken	   into	   consideration	  when	   planning	   interviews.	   Examples	   are	  though	  still	  necessary	  when	  needing	  to	  clarify	  a	  question.	  	  	  More	  specific	  details	  about	  the	  reliability	  and	  validity	  of	  each	  of	  the	  interviews	  are	  listed	  in	  the	  appendix.	  	  With	   regards	   to	   generalization	  we	   see	   the	   interviews	   being	   representative,	  when	  we	   take	   the	   size	   of	  Bondegaarden	   into	  consideration.	  As	  mentioned	  earlier	   in	   the	   interview	  guide,	   there	  were	  16	  existing	  customers	  to	  interview.	  Out	  of	  those	  16	  customers	  we	  have	  interviewed	  3.	  	  When	  looking	  at	  the	  answers	  from	  the	  women,	  there	  are	  many	  elements	  that	  are	  characteristic	  for	  this	  segment.	  And	  many	  of	  the	  women	  answer	  more	  or	  less	  the	  same	  at	  quite	  a	  lot	  of	  the	  answers.	  So	  we	  do	  not	  believe	  that	  we	  would	  have	  gained	  new	  insights	  by	  interviewing	  more	  women	  from	  this	  segment.	  	  
	  
7.	  Reporting	  Most	  of	  the	  project	  is	  built	  on	  the	  analysis	  of	  the	  data,	  which	  is	  analysed	  and	  interpreted	  by	  the	  members	  of	   this	   group.	   However	   there	   are	   certain	   issues	   to	   be	   aware	   of	   when	   reporting	   the	   interviews.	   	   An	  important	   thing	   to	   notice	   is	   how	   the	   individual	   members	   of	   this	   group	   perceives	   and	   interprets	   the	  collected	   data.	  Hereby	   implying	   that	   the	   individual	   doing	   the	   interpretation	   has	   a	   pre-­‐understanding,	  which	  can	  affect	  the	  conclusions	  reached.	  	  In	   the	   next	   chapter	  we	  will	   conduct	   an	   analysis	  with	   basis	   in	   the	   answers	   of	   our	   interviewees.	   Their	  answers	  will	  also	  be	  put	  in	  relation	  to	  our	  theories.	  All	  of	  the	  steps	  from	  the	  interview	  guide	  have	  helped	  us	   gain	   a	   lot	   of	   data	   and	   insight	   that	   can	   help	   our	   understanding	   of	   how	  Bondegaarden	   can	   increase	  sales.	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Analysis	  	  	  In	  the	  beginning	  of	  the	  analysis	  there	  will	  be	  a	  description	  of	  the	  interviewees	  and	  their	  similar	  features	  that	  defines	  them	  as	  a	  segment.	  	  The	  analysis	  will	  consist	  of	  two	  parts	  both	  based	  on	  the	  themes	  of	  coding.	  The	  first	  part	  will	  be	  a	  general	  introduction	  to	  their	  consuming	  habits,	  relating	  to	  overall	  themes.	  This	  includes	  consumption	  patterns,	  values,	  ethics,	  and	  the	   interviewees’	  relations	  to	  products.	  The	  relation	  to	  products	  covers	  certificates,	  the	   chain	   of	   supply,	   and	   foreign	   products.	   This	   part	   also	   analyses	   the	   changes	   that	   has	   resulted	   in	   a	  change	  in	  consumption.	  The	   second	   part	   will	   be	   an	   analysis	   of	   the	   interviewees	   in	   regards	   to	   our	   theories	   e.g.	   experience	  economics	  and	  consumer	  behaviour.	  Experience	  economics	  will	   look	  at	   the	   importance	  of	  experiences	  related	  to	  products	  and	  how	  the	  interviewees	  regard	  them.	  In	  consumer	  behaviour	  there	  will	  be	  a	  focus	  on	  the	  model	  of	  Maslow	  and	  the	  postmodern	  and	  hypermodern	  consumer.	  	  
Types	  of	  Customers	  When	  defining	  the	  types	  of	  consumers	  a	  lot	  of	  factors	  must	  be	  taken	  into	  consideration.	  In	  order	  to	  be	  able	  to	  draw	  a	  general	  conclusion	  based	  on	  the	  interviewees	  it	  is	  important	  that	  they	  are	  from	  the	  same	  segment.	   As	   mentioned	   in	   the	   interview	   guide	   the	   owner	   of	   Bondegaarden	   had	   described	   his	   main	  customers	  and	  potential	  customers	  as	  people	  with	  a	  high	  socioeconomic	  status.	  Furthermore	  they	  had	  to	  be	  families	  with	  children	  living	  at	  home	  as	  well	  as	  a	  high	  economic	  disposable	  income.	  There	  will	  now	  follow	  an	  elaboration	  on	  each	  of	  the	  interviewees.	  	  
Description	  of	  the	  Interviewees	  Before	  the	  analysis	  there	  will	  be	  a	  description	  of	  the	  interviewees	  in	  order	  to	  get	  a	  better	  understanding	  of	   them.	   They	   will	   be	   presented	   in	   the	   following	   order:	   Existing	   customers	   1-­‐3	   (EC	   1-­‐3),	   potential	  customers	  1-­‐3	  (PC	  1-­‐3),	  and	  the	  hybrid	  customer	  (HC	  1).	  All	  interviews	  have	  been	  conducted	  in	  Danish	  and	  all	  quotes	  used	  in	  this	  paper	  have	  been	  made	  by	  free	  translation.	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EC1:	  She	   is	  33	  years	  old,	  and	  works	  at	   “Arbejdsmarkedsstyrelsen”.	  She	   lives	   in	  Hvidovre	  with	  her	  husband	  who	  has	  his	  own	  firm	  and	  their	  two	  younger	  children.	  She	  has	  an	  education	  as	  an	  office	  clerk.	  She	  has	  lived	  her	  entire	  life	  in	  greater	  Copenhagen.	  	  She	   heard	   about	   Bondegaarden	   from	   a	   friend	   during	   the	   meat	   scandal	   and	   decided	   to	   try	   out	   the	  products.	  	  EC2:	  She	  is	  56	  years	  old,	  and	  works	  as	  a	  clinical	  assistant	  at	  a	  dentist.	  She	  lives	  in	  Virum,	  with	  her	  husband,	  who	  is	  an	  architect	  and	  their	  two	  children	  (20	  and	  13).	  She	  has	  an	  education	  as	  an	  office	  clerk.	  She	  has	  lived	  her	  whole	  life	  in	  greater	  Copenhagen.	  	  She	   met	   Jørgen	   Skou	   Larsen	   personally	   and	   got	   invited	   down	   to	   Bondegaarden.	   She	   appreciates	   the	  products,	  and	  has	  recommended	  it	  too	  many	  ever	  since.	  	  EC3:	  She	   is	   in	  her	  early	  40’s	  and	  works	  part-­‐time	  in	  her	  husband’s	   firm.	  She	   lives	   in	  Klampenborg	  with	  her	  husband	   and	  5-­‐year	   old	   child.	   She	   has	   studied	   theology	   and	   after	   she	   graduated	   at	   The	  Royal	  Danish	  Academy	   of	   Fine	   Arts.	   She	   has	   lived	  most	   of	   her	   life	   in	   the	   northern	   Zealand,	   except	   for	   some	   years	  where	  they	  lived	  in	  Shanghai,	  China.	  	  She	   read	   about	   meat	   consumption	   in	   a	   newspaper	   (Weekendsavisen)	   and	   looked	   up	   farms	   on	   the	  internet	  and	  found	  Bondegaarden.	  	  PC1:	  She	  is	  in	  her	  early	  50’s	  and	  works	  as	  a	  high	  school	  teacher.	  She	  lives	  in	  Gentofte	  with	  her	  husband,	  who	  is	  a	  Primary	  School	  teacher,	  and	  one	  of	  their	  children.	  The	  oldest	  child	  has	  moved	  out.	  She	  has	  lived	  in	  Copenhagen	  all	  of	  her	  life.	  	  PC2:	  She	  is	  in	  her	  early	  40’s	  and	  works	  as	  a	  high	  school	  teacher.	  She	  lives	  in	  Holte	  with	  her	  husband,	  who	  is	  a	  doctor,	  and	   their	  3	  children,	  of	  13	  years,	  11	  years	  and	  5	  years.	  She	  has	  moved	  around	  a	   lot,	  primarily	  Jutland.	  She	  moved	  to	  Copenhagen	  on	  her	  own	  and	  has	  lived	  in	  greater	  Copenhagen	  since.	  	  PC3:	  She	   is	   around	   50	   and	   works	   as	   a	   development	   consultant	   at	   a	   University	   College.	   She	   lives	   on	  Christianshavn	  with	  her	  husband	  and	  her	  two	  children,	  which	  are	  high	  school	  age.	  She	  is	  educated	  as	  a	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nurse,	  and	  has	  a	  master	   in	  “Sundhedsbiologi”.	  She	  was	  born	   in	   Jutland	  and	   lived	  there	  till	  she	  was	  28.	  Since	  then	  she	  has	  lived	  in	  greater	  Copenhagen.	  	  HC1:	  The	  hybrid,	  so	  called	  because	  he	  is	  both	  a	  new	  and	  a	  potential	  customer,	  is	  a	  bit	  special	  compared	  to	  the	  others.	  He	  is	  the	  only	  man	  that	  has	  been	  interviewed	  due	  to	  the	  fact	  that	  he	  is	  from	  the	  segment	  we	  were	  most	  interested	  in,	  and	  that	  he	  is	  living	  in	  inner	  Copenhagen.	  We	  managed	  to	  get	  an	  interview	  with	  him	  by	  coincidence	  late	  in	  the	  interview	  process.	  As	  also	  mentioned	  in	  the	  interview	  guide,	  we	  found	  out	  that	  this	  should	  have	  been	  an	  expert	  interview.	  He	   is	   32	   years	   old	   and	   is	   the	   CEO	   of	   an	   IT	   company	  where	   he	   primarily	   works	   with	  marketing	   and	  communication.	  He	  lives	  on	  Vesterbro	  with	  his	  wife,	  who	  is	  an	  architect	  student,	  and	  their	  two	  children,	  age	  1	  and	  3	  years	  old.	  He	  took	  half	  an	  education	  at	  CBS	  but	  dropped	  out	  before	  the	  bachelor	  project.	  He	  grew	  up	  in	  a	  collective	   in	  Roskilde	  and	  was	  several	   times	  pulled	  out	  of	  school	  to	  backpack	  around	  the	  world	  with	  his	  parents.	  	  	  	  It	   is	   clear	   to	   see	   that	   all	   of	   our	   interviewees	   have	   a	   high	   socioeconomic	   status,	   either	   in	   form	   of	  themselves	   or	   one	   they	   have	   gained	   through	   their	   husbands.	   This	   is	   especially	   regarding	   the	   existing	  customers	  where	  the	  husbands	  have	  long	  educations.	  The	  potential	  customers	  all	  have	  a	  long	  education	  whereas	   the	   existing	   customers	   have	   a	   professional	   bachelor’s	   degree	   or	   have	   not	   fulfilled	   their	  education.	  Only	  one	  of	  the	  existing	  customers	  (EC3)	  has	  a	  long	  education.	  This	  is	  a	  problem	  in	  regards	  to	  the	  reliability	  of	  the	  compatibility	  between	  the	  interviewees.	  However	  all	  the	  interviewees	  have	  a	  high	  disposable	  income,	  because	  of	  the	  two	  income	  household	  as	  well	  as	  the	  income	  of	  their	  husbands.	  The	  different	  level	  of	  education	  had	  been	  more	  relevant	  if	  we	  had	  been	  investigating	  single	  parents.	  However	  we	  should	  have	  been	  more	  aware	  of	  this	  aspect	  when	  selecting	  our	  interviewees.	  But	  the	  women	  with	  a	  shorter	  education	  still	  have	  a	  high	  socioeconomic	  status	  though	  their	  husbands.	  	  	  So	   this	   segment	   consists	   of	   people	   with	   a	   high	   socioeconomic	   status	   that	   have	   the	   economy	   to	   buy	  something	   above	   average.	   Moreover	   they	   are	   all	   very	   reflective	   in	   regards	   to	   what	   and	   how	   they	  consume.	   This	   is	   both	   in	   regards	   to	   the	  wellbeing	   of	   them	   and	   their	   family,	   as	  well	   as	   a	   concern	   for	  society.	  The	  last	  conclusion	  will	  be	  elaborated	  further	  on	  is	  this	  analysis.	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Consumption	  Habits	  	  Most	  of	   the	  conclusions	   in	   this	  analysis	  will	  be	  built	  on	   the	   replies	  of	   the	  women.	   In	  general	  HC1	  will	  have	  a	  separate	  section	  due	  to	  fact	  that	  he	  has	  a	  different	  gender	  and	  expert	  knowledge.	  	  	  It	  is	  clear	  to	  see	  from	  the	  statements	  that	  the	  women	  are	  the	  ones	  in	  charge	  of	  the	  daily	  shopping.	  Half	  the	   interviewees	  plan	   their	   shopping	  and	  do	   it	  more	  or	   less	  once	  a	  week,	  while	   the	  other	  half	  does	   it	  several	  times	  a	  week.	  It	  is	  a	  tendency	  that	  the	  interviewees	  who	  are	  already	  customers,	  plan	  ahead	  when	  it	   comes	   to	   grocery	   shopping.	   It	   is	   also	   a	   tendency	   that	   the	   people	  who	   plan	   ahead	   are	   families	  with	  younger	   children.	   4	   out	   of	   the	  5	  who	  planned	   their	   shopping	  where	   customers	   at	  Bondegaarden,	   this	  means	  that	  all	  of	  the	  existing	  customers	  we	  interviewed	  actually	  planned.	  This	  means	  that	  there	  could	  be	  a	  relation	  between	  planning	  ahead	  weekly,	  and	  buying	  great	  quantities	  of	  meat	  once	  a	  year,	  which	  the	  customers	  of	  Bondegaarden	  do.	  	  	  In	   general	  most	   of	   the	   shopping	  was	   done	   in	   supermarkets.	   All	   of	   the	   interviewees	  mention	   that	   the	  reason	  to	  why	  they	  buy	  in	  supermarkets	  is	  convenience.	  	  It	   is	   interesting	   to	   notice	   that	   all	   of	   the	   potential	   customers	   value	   quality	   products,	   either	   by	   getting	  special	  products	  delivered	  to	  their	  homes	  i.e.	  Skagen	  Foods	  (Fish)	  and	  Årstiderne	  (Fruit	  and	  vegetables),	  or	  by	  buying	  in	  specialty	  stores.	  	  HC1	  buys	  his	  food	  online	  due	  to	  time	  and	  convenience.	  	  	  It	   seems	   to	   be	   a	   general	   assumption	   that	   living	   in	   the	   city	   makes	   it	   easier	   to	   be	   selective	   of	   ones	  shopping	  because	  of	  the	  greater	  supply.	  “There	  is	  more	  selective	  luxury	  by	  living	  in	  the	  city	  than	  living	  in	  
the	  suburbs	  I	  think.”	  (PC2,	  page	  131)	  	  Everyone	  except	  HC1	  and	  EC3	  do	  not	  mind	  buying	  discount,	  as	  long	  as	  there	  is	  no	  noticeable	  difference	  in	  quality.	  They	  all	  value	  taste	  and	  quality	  as	  an	  important	  factor	  when	  they	  choose	  products.	  PC3	  and	  EC3	  believe	  that	  quality	  and	  price	  go	  hand	  in	  hand.	  On	  the	  contrary	  PC2	  states	  that	  price	  and	  quality	  do	  not	  necessarily	  have	  a	  relation.	  	  All	   the	   interviewees	  state	  that	  they	  would	  rather	  make	  the	  food	  themselves	   instead	  of	  buying	  package	  solutions.	   For	   example	   they	   all	   strive	   to	   bake	   their	   own	   bread,	   and	   all	   meals	   are	   made	   with	   fresh	  materials,	   from	  scratch.	   	  They	  all	   shop	  after	   fresh	  goods,	  and	  value	   the	  concept	  of	   “from	  farm	  to	   fork”	  highly.	  More	  or	   less	   everybody	   states	   that	   for	   them	  quality	   is	   taste	   and	   sense.	  They	  would	   rather	  have	   small	  portions	  of	  quality	  than	  big	  portions	  of	  low	  quality	  food.	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“…	  and	  there	  are	  some	  foods	  gurus	  that	  for	  a	  long	  time	  have	  been	  trying	  to	  educate	  the	  Danes	  to	  rather	  eat	  
100	  g	  of	  quality	  meat,	  than	  200	  g	  of	  blended	  crap,	  right?”	  (PC2,	  page	  140)	  	  They	  all	  spend	  a	  lot	  of	  time	  on	  preparing	  food,	  but	  there	  is	  a	  difference	  between	  the	  hectic	  days	  and	  the	  ones	  with	  more	   time.	  Many	  also	  spend	  more	   time	  preparing	   food	   if	   they	  are	  having	  guests.	  Many	   like	  variety	  and	  also	  take	  nutrition	  facts	  (vitamins	  etc.)	  into	  account.	  	  PC2,	  PC3,	  and	  EC3	  almost	  never	  eat	  junk	  food,	  and	  do	  not	  like	  the	  thought	  of	  it.	  HC1	  likes	  junk	  food	  but	  never	  eats	  it	  with	  his	  family	  and	  would	  never	  serve	  it	  to	  his	  children.	  He	  eats	  sushi	  from	  the	  expensive	  brand	  Stick’s	  and	  Sushi	  with	  his	  family	  when	  they	  eat	  take-­‐away	  meals.	  	  
Foreign	  Products	  Most	  of	  our	  interviewees	  focus	  on	  the	  fact	  that	  they	  rather	  want	  to	  consume	  Danish	  products	  than	  foreign	  ones.	  It	  is	  interesting	  to	  see	  their	  reasoning	  for	  this:	  	  HC1	   claims:	   “If	  an	  apple	   is	   imported	   from	  Spain	   to	  Denmark,	  well	   that	   is	   just	   stupid.	  Because	  of	   the	  CO2	  
pollution	  and	  because	  of	  the	  packaging.	  Because	  of	  the	  supply	  chain	  which	  is	  connected	  in	  the	  way	  that	  we	  
need	  to	  import	  products	  that	  already	  exist	  in	  Denmark	  from	  the	  other	  side	  of	  the	  world,	  it	  makes	  no	  sense”	  (p.	  202)	  And	  EC3	  says	  that:	  “It	  makes	  no	  sense	  to	  import	  an	  organic	  apple	  from	  New	  Zealand.	  Maybe	  your	  children	  
do	  not	  get	  pesticides	  then,	  but	  then	  a	  lot	  of	  other	  children	  over	  the	  word	  will	  get	  polluted	  with	  CO2”	  (p.	  89)	  In	   general,	   our	   interviewees	   share	   these	   considerations	   regarding	   the	   importation	   of	   products	   we	  already	   produce	   in	   Denmark.	   They	   are	   concerned	   with	   the	   pollution	   of	   CO2	   that	   is	   used	   on	   the	  transportation.	   Why	   import	   something	   from	   the	   other	   side	   of	   the	   world,	   when	   we	   have	   it	   in	   our	  backyard?	   This	   is	   a	   concern	   which	   is	   obviously	   regarding	   the	   environment	   and	   the	   consequences	   of	  globalization.	  Globalization	  has	  made	  the	  world	  into	  one	  big	  marketplace	  of	  trading,	  and	  every	  nation	  is	  importing	  and	  exporting	   all	   over	   the	  world.	   This	   has	  made	   it	   easier	   to	   consume	   products	  which	  we	   are	   not	   able	   to	  produce	  in	  certain	  places	  in	  the	  world,	  but	  it	  also	  creates	  a	  lot	  of	  different	  ethical	  issues,	  one	  of	  these	  is	  pollution.	  Our	  interviewees	  are	  concerned	  with	  this	  dilemma,	  and	  are	  mainly	  trying	  to	  consume	  Danish	  products.	  Because	  of	  these	  concerns,	  they	  also	  argue	  that	  Danish	  produced	  goods	  have	  a	  higher	  value	  and	  quality.	  Though,	  EC1	  claims	  that	  “we	  use	  just	  as	  much	  energy	  on	  producing	  vegetables	  here	  at	  home,	  on	  light	  and	  
heat	  in	  greenhouses	  so	  therefore	  I	  don’t	  think	  about	  the	  pollution	  much	  anymore”	  (p.	  6)	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Her	   point	   is	   that	   the	   circumstances	   that	   we	   need	   to	   produce	   vegetables	   and	   fruits	   in	   Denmark,	   are	  polluting	   just	  as	  much	  as	  the	   import	  of	  vegetables	   from	  other	  countries.	  Therefore	  there	   is	  no	  need	  to	  choose	  Danish	  products	  instead	  of	  foreign	  ones,	  it	  pollutes	  just	  as	  much.	  This	  is	  a	  dilemma	  that	  makes	  it	  hard	  to	  consume	  ethically,	  as	  one	  has	  to	  take	  into	  account	  a	  lot	  of	  different	  more	  or	  less	  hidden	  facts.	  	  
Change	  in	  Consumption	  Habits	  When	   asking	   whether	   development	   in	   consumer	   habits	   and	   ethical	   and	   organic	   consumption	   has	  changed	  for	  the	  interviewees	  over	  time,	  it	  is	  a	  common	  answer	  that	  it	  has	  changed	  when	  they	  have	  had	  children.	   The	   main	   argument	   is	   that	   ethical	   products	   are	   healthier	   and	   that	   they	   want	   to	   give	   their	  children	   the	   best	   opportunities.	   Furthermore	   there	   is	   a	   focus	   on	   the	   elimination	   of	   pesticides	   and	  allergies,	  and	  many	  therefore	  buy	  organic	  groceries	   to	  give	   their	  children	  better	  building	  blocks.	  Even	  HC1	   states	   that	   he	   personally	   does	   not	   care	   about	   the	   organic	   certification	   in	   regards	   to	   his	   own	  wellbeing,	  but	  that	  he	  buys	  organic	  for	  his	  children	  to	  give	  them	  the	  best	  possible	  start	   in	   life.	  Further	  PC3	   states	   that	   by	   raising	   her	   children	   to	   purchase	   organic	   food,	   she	   hopes	   that	   they	   as	   adults	   will	  continue	  doing	  it.	  	  It	  is	  further	  stated	  that	  the	  market	  of	  organic	  and	  ethically	  responsible	  goods	  has	  developed	  in	  the	  last	  5-­‐10	  years,	  which	  makes	  it	  easier	  to	  purchase	  the	  goods,	  thereby	  making	  it	  easier	  to	  consume	  according	  to	  one’s	  conviction.	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Importance	  of	  Experience	  Economics	  Experience	  economics	   is	  not	  something	  that	  we	  asked	  the	   interviewees	  directly	  about,	  but	  we	  can	  see	  the	  following	  patterns	  in	  their	  consumptions	  habits	  which	  are	  relevant	  in	  an	  experience	  economy.	  	  
Secondary	  Active	  Experiences	  All	   of	   the	   customers	   like	   the	   concept	   of	   from	   farm	   to	   fork.	   They	   find	   it	   very	   important	   to	   teach	   their	  children	  where	  the	  food	  comes	  from.	  However	  many	  of	  them	  do	  not	  have	  the	  time	  to	  go	  and	  get	  these	  secondary	  active	  experiences	  such	  as	  harvesting	  their	  own	  fruit	  and	  vegetables,	  the	  shopping	  has	  to	  be	  done	  fast.	  	  However	  all	  of	  them	  like	  the	  idea	  of	  buying	  products	  from	  the	  producer	   itself.	  They	  would	  like	  to	  skip	  the	   chains	   such	  as	  distribution	  and	  manufacturing.	  This	   is	   also	  one	  of	   the	   reasons	   to	  why	   they	  prefer	  Danish	   products,	   because	   it	   reduces	   the	   amount	   of	   middlemen.	   If	   one	   looks	   at	   the	   four	   areas	   of	  experience	  by	  Pine	  and	  Gilmore	  the	  educational	  one	  is	  the	  one	  that	  the	  most	  of	  them	  value	  highest	  (The	  
four	  areas	  of	  experience,	  project:	  41).	  This	  is	  especially	  seen	  in	  regards	  to	  their	  children,	  whom	  they	  want	  to	  educate	  while	  letting	  them	  experience	  it.	  	  It	   is	   also	   worth	   noticing	   that	   it	   is	   only	   one	   of	   the	   existing	   customers	   that	   has	   visited	   Bondegaarden	  herself.	  EC2	  likes	  going	  out	  to	  collect	  her	  meat	  and	  finds	  it	  entertaining.	  This	  also	  covers	  one	  of	  the	  four	  areas	   of	   experiences,	   but	   it	   is	   seen	   as	   a	   more	   passive	   approach	   than	   the	   educational,	   where	   one	  participates	  actively.	  She	  has	  once	  had	  her	  oldest	  child	  with	  her	  to	  Bondegaarden.	  The	  two	  other	  existing	  customers	  have	  never	  visited	  Bondegaarden.	  	  HC1’s	  answers	  differ	  a	  lot	  from	  the	  women’s.	  He	  finds	  these	  experiences	  very	  important	  and	  finds	  great	  pleasure	  in	  them.	  But	  it	  is	  something	  that	  came	  after	  he	  had	  children.	  They	  do	  a	  lot	  of	  different	  things	  in	  the	  weekends	  such	  as	  going	  to	  the	  zoo,	  playing	  soccer	  or	  going	  swimming.	  He	  wants	  to	  create	  a	  culture	  out	   of	   doing	   these	   different	   activities.	   He	   believes	   that	   taking	   his	   children	   to	   the	   country	   side	   helps	  create	  their	  identity	  and	  gives	  them	  a	  relation	  to	  what	  they	  eat.	  However	  he	  is	  not	  sure	  if	  he	  does	  it	  for	  the	  sake	  of	  the	  experience	  itself	  or	  because	  they	  want	  to	  do	  things	  together	  as	  a	  family	  (HC1,	  page	  204)	  One	  of	  the	  reasons	  for	  the	  higher	  interest	  in	  experiences	  he	  blames	  on	  being	  stuck	  in	  the	  city.	  HC1	  states	  that	   there	   are	   many	   young	   couples	   with	   children	   living	   in	   the	   city	   that	   cannot	   move	   because	   of	   the	  housing	   crisis.	   They	   would	   like	   to	   have	   a	   house	   with	   a	   garden.	   (HC1,	   page	   211)	   The	   rest	   of	   the	  interviewees	  have	  a	  garden	  or	  had	  one	  when	  their	  children	  were	  young.	  His	  oldest	  daughter	  (3	  years)	  is	  a	  part	  of	  a	  kindergarten	  in	  the	  forest.	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He	   sees	   a	   visit	   to	   the	   countryside	   e.g.	   Bondegaarden	   as	   a	   way	   to	   escape	   from	   the	   everyday	   life	   on	  Vesterbro.	   He	   is	   the	   only	   interviewee	  where	   one	   can	   see	   the	   aspect	   of	   escapist,	   which	   he	   is	   actively	  seeking	  (HC1,	  page	  212).	  If	  this	  is	  due	  to	  the	  fact	  that	  he	  is	  stuck	  in	  the	  city	  against	  his	  will,	  unlike	  many	  of	  the	  others	  interviewees,	  who	  live	  in	  more	  recreational	  areas,	  is	  unsure.	  But	  when	  he	  is	  asked	  whether	  he	   would	   prioritise	   these	   experiences	   if	   he	   lived	   in	   the	   countryside,	   he	   finds	   the	   question	   really	  interesting	  but	  he	  does	  not	  know.	  (HC1,	  page	  214)	  “Yeees.	  That	  is	  a	  really	  interesting	  question.	  Because	  if	  
it	   is	   some	   sort	   of	   compensation	   for	   living	   in	   the	   city	   and	   one	   is	   being	   influenced	   by	   all	   these	   things	  
happening.	   If	   one	   than	   was	   out	   there	   and	   getting	   air,	   would	   one	   then	   just	   drive	   down	   to	   the	   local	  
supermarket.…	  	  I	  really	  hope	  not.”	  (HC1,	  page	  214)	  So	   he	   is	   unsure	  whether	   the	   active	   escapist	   aspect	   is	   something	   he	   does	   because	   he	  wants	   to	   escape	  from	  the	  city	  life,	  or	  if	  it	  is	  something	  rooted	  in	  him.	  	  According	   to	   Pine	   and	   Gilmore	   the	   rise	   of	   experience	   economics	   can	   be	   caused	   by	   several	   societal	  changes.	  The	   two	  changes	   that	  were	  seen	   in	   the	  answers	  of	   the	   interviewees	  were	   the	  mental	   change	  and	  economical	  change,	  when	  they	  had	  children	  and	  a	  steady	  income.	  All	  had	  had	  a	  mental	  change	  after	  they	  had	  kids,	  some	  more	  than	  other.	  Along	  with	  their	  children	  came	  a	  stronger	  set	  of	  values,	  which	  can	  be	  explained	  by	  natural	  parenting	  instincts.	  Every	  parent	  wants	  what	  is	  best	  for	  his	  or	  her	  children,	  and	  by	  giving	  them	  the	  best	  products	  they	  knew	  they	  had	  done	  the	  best	  they	  could	  (EC2,	  page	  42).	  However	  this	  also	  implies	  one	  has	  the	  economy	  to	  make	  these	  changes,	  which	  they	  all	  had.	  HC1	  states	  that	  his	  disposable	  income	  has	  increased	  and	  he	  therefore	  can	  afford	  to	  do	  more	  than	  earlier	  on.	  (HC1,	  page	  213)	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Secondary	  Inactive	  Experiences	  	  When	  asked	  about	  secondary	  experiences	  many	  of	   them	  mention	   fair	   trade	  and	  storytelling.	  All	  agree	  that	   there	   is	   a	   huge	   economic	   potential	   in	   storytelling.	   Also	   packaging	   is	   an	   important	   part	   of	   the	  product,	  but	  not	  necessary	  storytelling.	  But	  that	  also	  adds	  value	  to	  products.	  	  They	   are	   all	   sceptic	   towards	   storytelling	   and	  believe	   that	   it	   is	   buying	   the	   consumer.	  But	   even	   though	  they	   all	   have	   some	   trust	   problems	   and	   sometimes	   feel	   that	   it	   is	   a	  waste	   of	  money,	   they	   all	   fall	   for	   it	  occasionally.	  But	  many	   feel	   that	   there	   is	   a	   lack	  of	   transparency,	   and	  would	   like	   to	  know	   if	   the	  money	  actually	  goes	  where	   it	   is	   supposed	   to.	  Many	  would	   rather	  donate	  money	   to	  NGOs.	  PC2	  and	  PC3	  agree	  that	   it	  gives	   the	  product	  great	  value,	  but	   they	  would	  not	  put	   it	  before	  quality	  and	   taste.	  However	  PC3	  believes	   that	   quality	   and	   storytelling	   often	   goes	   hand	   in	   hand,	  which	   is	   something	   that	   EC3	   and	  HC1	  agree	  on.	  For	  EC1,	  EC3,	  PC3,	  and	  HC1	  they	  value	  authenticity	  highly.	  Is	  the	  product	  actually	  real	  or	  is	  it	  just	  marketing	  and	  branding.	  	  	  For	  many,	  daily	  consumption	  has	  become	  a	  habit.	  They	  have	  been	  shopping	  for	  so	  many	  years	  that	  they	  go	  after	  products	  they	  know	  and	  are	  used	  to.	  	  
“…	  we	  are	  really	  deeply	  rooted	  in	  our	  habits,	  if	  it	  is	  one	  coffee	  or	  the	  other,	  or,	  some	  special	  products,	  and	  
then	  you	  take	  that	  [the	  usual]”	  (EC2,	  page	  35)	  	  If	   one	   looks	   a	   Kotler’s	   concept	   of	   goods	   the	   storytelling	   is	   of	   great	   branding	   value,	   as	   well	   as	   other	  immaterial	  elements.	  Most	  market	  competition	  is	  centred	  around	  the	  augmented	  product.	  However	  all	  of	   the	   interviewees	   say	   that	   they	   are	   sceptic	   towards	   storytelling.	   They	   are	   all	   very	   reflective,	  which	  increases	   their	  ability	   to	   look	  at	  other	  perspectives	  and	  aspects	   than	   the	  ones	  being	  presented	  on	   the	  packaging.	  Many	  mention	  the	  media	  and	  press	  coverage	  as	  reasons	  for	  why	  they	  do	  not	  believe	   in	  the	  storytelling.	  They	  are	  capable	  of	  linking	  different	  aspects	  together	  and	  weighing	  the	  importance	  of	  them	  against	  each	  other.	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Certificates	  It	  was	  chosen,	  in	  relation	  to	  the	  interviews,	  to	  show	  the	  interviewees	  four	  different	  certificates	  used	  in	  the	   Danish	   market.	   The	   Danish	   state	   controlled	   organic	   certificate,	   Fairtrade,	   Svanemærket	   and	  Nøglehullet.	  The	   interviewees	  were	  asked	  about	   their	   thoughts	  on	   the	  different	  certificates,	  what	   they	  relate	  to	  the	  particular	  certificate	  and	  whether	  it	  is	  something	  they	  usually	  look	  for	  when	  shopping.	  	  	  
The	  Danish	  State	  Controlled	  Organic	  Certificate	  The	  primary	  response	  from	  all	  interviewees,	  except	  HC1,	  when	  shown	  the	  organic	  certification	  was	  that	  it	  is	  controlled	  by	  the	  Danish	  state,	  and	  therefore	  trustable.	  Even	  though	  none	  of	  the	  interviewees	  knew	  the	  exact	  requirements	  for	  having	  the	  organic	  certificate,	  they	  see	  it	  as	  the	  most	  important	  certification,	  and	   they	   all	   focus	   on	   it	   when	   purchasing	   goods.	   All	   interviewees	   mention	   money	   in	   relation	   to	   the	  organic	   certificate.	   They	   all	   state	   that	   they	   buy	   as	  many	   organic	   groceries	   as	   their	   current	   economic	  situation	   allows	   them.	   All	   the	   women	   are	   positive	   and	   focused	   on	   organic	   groceries	   all	   through	   the	  interviews,	   and	   buying	   organic	   is	   for	  many	   of	   them	   seen	   as	   a	   large	   part	   of	   ethical	   consumption.	  HC1	  differs	  again	  from	  the	  women,	  and	  states	  that	  he	  finds	  the	  organic	  certificate	  "yester-­‐year",	  too	  used,	  and	  he	  believes	  that	  there	  are	  better	  ways	  to	  buy	  quality	  products.	  	  
	  
Svanemærket	  All	  interviewees	  are	  very	  positive	  towards	  this	  certificate	  and	  HC1	  expresses	  it	  as	  "it	  is	  definitely	  because	  
it	  is	  associated	  with	  my	  children"	  (HC1,	  220)	  further	  many	  mention	  protecting	  the	  environment.	  It	  seems	  like	   being	   a	   certificate	   which	   some	   of	   the	   interviewees	   have	   used	   more	   when	   their	   children	   were	  younger,	  but	  there	  are	  still	  only	  positive	  comments	  upon	  the	  matter.	  	  
	  
Nøglehullet	  Where	  the	  interviewees	  have	  more	  or	  less	  agreed	  upon	  the	  certifications	  of	  state	  controlled	  organic	  and	  Svanemærket,	   they	   separate	   completely	   into	   two	   categories	  when	  discussing	  Nøglehullet.	  Most	   of	   the	  potential	   customers	   did	   not	   know	   the	   certificate,	   or	   did	   not	   know	   it	  well,	   and	   none	   of	   them	  had	   any	  desire	  of	  using	  it.	  The	  exception	  is	  PC2	  who	  is	  an	  acquaintance	  of	  the	  person	  who	  started	  it.	  Though	  it	  can	  be	  discussed	  whether	  she,	  as	  a	  type	  of	  person,	  would	  buy	  it	  if	  she	  did	  not	  have	  this	  specific	  relation	  towards	  it.	  On	  the	  other	  hand	  the	  existing	  customers	  have	  a	  general	  positive	  relation	  to	  the	  certificate;	  they	  all	  know	  it,	  and	  beside	  EC3	  they	  all	  use	  it.	  EC3	  is	  positive	  about	  it,	  but	  believes	  that	  she	  knows	  what	  is	  good	  for	  her,	  without	  having	  to	  rely	  on	  a	  certification.	  HC1	  is	  of	  the	  same	  opinion;	  he	  does	  not	  feel	  that	  anyone	   should	   decide	   for	   him.	   It	   can	   be	   discussed	  whether	   it	   is	   the	   difference	   in	   segments	   or	   being	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existing	  or	  potential	  customer,	  which	  affects	  the	  interviewees	  view	  upon	  Nøglehullet,	  or	  whether	  there	  are	  other	  factors	  in	  play.	  	  	  	  	  	  
Fairtrade	  Again,	  when	  asking	  about	  Fairtrade,	  the	  interviewees	  have	  different	  point	  of	  views.	  They	  all	  more	  or	  less	  know	  what	   it	   is	   about,	   and	  most	   of	   them	   are	   overall	   positive	   about	   the	   idea	   of	   better	   conditions	   for	  workers,	   sustainable	   local	   conditions,	  higher	  quality,	   etc.	  But	   there	   is	  a	  general	  distrust,	  or	   insecurity,	  about	  the	  reliability	  of	  the	  certificate	  and	  whether	  the	  money	  goes	  to	  the	  right	  people,	  but	  most	  of	  the	  interviewees	  still	   look	  for	  it,	  especially	  in	  combination	  with	  the	  organic	  certification.	  HC1	  believes	  that	  the	  entire	   idea	  and	  implementation	  of	  Fairtrade	   is	  not	  transparent	  enough	  and	  that	  the	   information	  is	  not	  easy	  accessible.	  PC2	  believes	   that	   it	   is	  money-­‐makers	  who	  sell	   the	  stories	  of	  ethical	  products,	  and	  she	  does	  not	   trust	   the	  certificate	  as	  much	  as	   the	  others.	  This	   is	  a	  general	   tendency,	  and	  could	  be	  both	  because	   of	   the	   lack	   of	   information,	   but	   also	   because	   of	   the	   distance,	   as	   seen	   earlier	  when	   discussing	  Denmark	  vs.	  foreign.	  There	  is	  a	  greater	  trust	  in	  Danish	  certificates	  than	  in	  international,	  and	  this	  could	  be	  a	  reason	  for	  the	  distrust.	  	  	  
Certificates	  in	  General	  In	  general,	  our	  interviewees	  have	  a	  positive	  attitude	  towards	  the	  certificates	  we	  have	  shown	  them.	  They	  rely	  on	  Danish	  certificates,	  and	  feel	  that	  it	  gives	  them	  a	  better	  quality	  product.	  HC1,	   as	   the	   only	  man	   and	   an	   expert	   on	  marketing,	   is	   sceptic	   and	   thinks	   that	   he	   is	   capable	   of	  making	  better	   judgements	  than	  the	  certificates	  can	  do	  for	  him.	  Basically,	  he	  wants	  to	  see	  the	  circumstances	  of	  the	  production	  himself	  and	  from	  this,	  judge	  whether	  he	  wants	  to	  buy.	  	  The	  rest	  of	  the	  interviewees,	  the	  women,	  have	  more	  trust	  in	  the	  certificates,	  especially	  the	  Danish	  ones.	  They	  believe	  that	   they	  are	  good	  guidelines	   for	  quality	  and	  ethically	  produced	  products,	  and	  think	  that	  this	   is	   a	   good	   solution.	   In	   general,	   they	   have	   trust	   to	   Danish	   certificates	   and	   have	   distrust	   to	  international	  ones.	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Ethical	  consumption	  All	   of	   the	   existing	   consumers	   as	   well	   as	   the	   potential	   consumers	   state	   that	   the	   definition	   of	   ethical	  consumption	  is	  when	  you	  think	  ethically	  about	  what	  and	  how	  you	  consume.	  They	  all	  define	  it	  as	  buying	  according	  to	  your	  beliefs	  and	  ethical	  conviction.	  This	  is	  according	  to	  our	  interviewees,	  the	  foundation	  of	  ethical	  consumption.	  They	  all	  agree	  on	  sustainability,	  that	  we	  should	  take	  care	  of	  our	  world,	  so	  the	  next	  generations	   can	   live	  with	   the	   same	   luxury	  as	  us.	  They	  also	   focus	  on	  animal	  welfare,	   that	  we	   treat	   the	  animals	  that	  we	  breed	  and	  consume	  well,	  and	  the	  use	  of	  chemicals	  both	  for	  the	  sake	  of	  sustainability	  and	  the	  welfare	  of	  animals	  and	  humans.	  	  	  
Important	  points	  Throughout	   the	   interview,	   it	   has	   been	   obvious	   that	   there	   is	   a	   difference	   in	   which	   aspects	   the	  interviewees	  find	  most	  important.	  EC1	  thinks	  about	  where	  it	  originates	  from	  and	  which	  resources	  are	  used	  to	  both	  produce	  and	  transport	  it,	   EC2	   says	   packaging.	   EC3	   is	   concerned	   with	   what	   kind	   of	   food	   and	   medicine	   that	   is	   given	   to	   the	  animals	  we	  eat.	  PC1	  focuses	  on	  good	  conditions	  for	  animals	  and	  environmental	  sustainability	  and	  PC2	  focuses	  on	  chemicals.	  PC3	  claims	  that	  sustainability	   is	   the	  most	   important,	  whereas	  HC1	  is	  thinking	  of	  the	  supply	  chain,	  where	  it	  is	  produced	  and	  who	  has	  created	  it	  and	  under	  which	  conditions.	  	  When	   it	   comes	   to	   animal	   welfare,	   which	   is	   the	   most	   central	   topic	   in	   our	   project	   because	   of	  Bondegaarden,	  our	  interviewees	  share	  a	  common	  concern	  of	  the	  welfare	  of	  the	  animals.	  EC3	  states	  “I	  refuse	  to	  buy	  pork	  when	  I	  do	  not	  know	  the	  circumstances	  under	  which	  they	  are	  bred”	  and	  EC2	  follows	   “you	   cannot	   transport	   the	   animals	   a	   long	  way	   and	   all	   that,	   that	  makes	  me	   angry”.	  This	   is	   the	  general	   feeling	  from	  the	  existing	  customers,	  which	   is	  also	  one	  of	   the	  reasons	  for	  the	  purchasing	  of	   the	  meat	  of	  Bondegaarden.	  Regarding	  the	  potential	  customers,	  the	  opinion	  is	  shared.	  	  Though,	  in	  general	  they	  focus	  on	  being	  kind	  to	  the	  nature,	  to	  animals,	  to	  the	  environment.	  They	  focus	  on	  the	  fact	  that	  we	  should	  be	  more	  reflective	  and	  selective	  in	  our	  consumption	  regarding	  the	  circumstances	  of	   the	  production	  and	  supply	  chain	  and	   in	  general	   to	  give	  consumption,	  production	  and	  sustainability	  more	  thought	  and	  consideration.	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The	  model	  of	  consumer	  behaviour	  The	  model	  of	  consumer	  behaviour	  is	  a	  combination	  of	  four	  factors.	  These	  are	  the	  consumer	  culture,	  the	  psychological	  core,	  the	  process	  of	  decision	  making,	  and	  the	  consumer	  behaviour	  outcome.	  All	  four	  parts	  have	  to	  be	  taken	  into	  account	  when	  analysing	  consumer	  behaviour.	   	  We	  will	  primarily	  focus	  on	  ethical	  consumption	   because	   that	   is	   most	   essential	   in	   regards	   to	   our	   project.	   There	   will	   be	   seen	   a	   brief	  description	  of	  the	  interviewees	  thoughts	  of	  the	  importance	  of	  ethical	  consumption	  in	  their	  surroundings.	  Afterwards	  we	  will	  look	  at	  the	  psychological	  core	  of	  consumer	  behaviour,	  using	  Maslow’s	  model.	  We	  will	  view	   the	   values	   of	   our	   consumers	   in	   regards	   to	   both	   Lipovetsky’s	   and	  Maslow’s	   theories	   and	   discuss	  them.	  At	  last	  there	  will	  be	  an	  analysis	  of	  the	  decision-­‐making	  process	  and	  consumer	  behaviour	  outcomes	  in	  accordance	  with	  our	  interviewees,	  with	  special	   focus	  on	  the	  decision	  making	  process	  to	  consume	  at	  Bondegaarden.	  	  	  
Consumer	  culture	  	  Consumer	   behaviour,	   habits	   and	   consumption	   in	   a	   society	   can	   be	   seen	   as	   a	   social	   movement	   and	  tendency,	  as	  well	  as	  an	  individual	  life	  project.	  An	   interesting	   part	   is	   how	   the	   individual	   is	   affected	   by	   its	   present	   social	   sphere	   and	   how	   the	   sphere	  views	  ethical	  consumer	  culture.	  Therefore	  we	  chose	  to	  ask	  them	  about	  ethical	  consumption	  in	  regards	  to	  their	  family	  and	  friends,	  to	  get	  an	  understanding	  of	  the	  consumer	  culture	  that	  they	  themselves	  feel	  they	  are	  a	  part	  of.	  	  	  Regarding	   the	   background	   of	   the	   interviewees	   it	   can	   be	   seen	   that	   the	   thoughts	   regarding	   ethical	  consumption	   are	   not	   something	   that	   can	   be	   traced	   back	   to	   the	   parents	   and	   childhood	   of	   the	  interviewees.	  When	  asked	  about	   family	   influence	  EC2	  states:	   “no,	  because	  it	  did	  not	  exist	  at	  that	  point”	  (EC2,	   page	   39).	   Further	   EC3	   thinks	   that	   her	   generation	   (and	   thereby	   the	   generation	   of	   all	   the	  interviewees)	   is	   the	   “lost	  generation,	  who	  didn’t	  learn	  to	  cook	  at	  home,	  because	  our	  mothers	  entered	  the	  
labour	  market	  and	  made	  career”	   (HC1,	   page	   85).	   The	   focus	   on	   organic	   and	   ethical	   correct	   products	   is	  according	  to	  our	  interviewees	  something	  that	  has	  developed	  while	  they	  are	  adults.	   It	   is	  not	  something	  that	  they	  grew	  up	  with.	  It	   can	   further	   be	   seen	   in	   the	   interviews	   that	   the	   thoughts	   upon	   ethical	   consumption	   within	   the	  interviewees’	  social	  spheres	  differ	  a	  lot.	  As	  an	  example	  EC1states	  “it	  is	  very	  different”(page	  11),	  whereas	  EC3	  says	  “it	  depends	  on	  who	  you	  are	  with”	  (page	  85)	  and	  EC2	  “at	  my	  work	  I	  am	  a	  laughing	  stock,	  they	  do	  
not	  believe	  in	  it	  at	  all”.	  (page	  40)	  On	  the	  other	  hand	  HC1	  claims	  that	  “…then	  you	  score	  some	  points	  from	  
your	  network,	  if	  you	  write	  at	  Facebook	  that	  you	  are	  making	  meat	  from	  Bondegaarden”	  (page	  215).	  Hereby	  saying	  that	  it	  gives	  positive	  feedback	  from	  his	  network	  when	  he	  flashes	  his	  ethical	  consumption.	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PC2	   EC2	   PC1	   claims	   that	   it	   is	   not	   often	   a	   topic	   of	   conversation,	   but	   that	   does	   not	   mean	   it	   is	   not	  important,	  it	  is	  just	  not	  a	  matter	  of	  conversation	  between	  them	  and	  their	  friends.	  	  Though,	   PC1	   states	   that	   they	   do	   not	   talk	  much	   about	   it,	   she	   explains	   that	   if	   she	   had	   friends	   over	   for	  dinner	  and	  they	  had	  to	  get	  milk	  in	  the	  fridge,	  and	  there	  had	  not	  been	  organic	  milk	  in	  the	  supermarket,	  she	  would	  feel	  the	  need	  to	  mention	  this	  to	  her	  friends.	  Hereby	  also	  saying	  that	  it	   is	   important	  that	  the	  guests	  do	  not	  think	  of	  her	  as	  being	  a	  type	  who	  does	  not	  buy	  organic.	  	  So	  even	  though	  PC1	  states,	  along	  with	  almost	  every	  one	  of	   the	   interviewees,	  except	  HC1,	   that	   it	   is	  not	  matter	  of	   conversation	  between	   friends,	   she	   still	   feels	   the	  need	   for	  making	   sure	  her	   friends	   think	   she	  buys	  organic.	  This	  is	  a	  tendency,	  which	  can	  be	  traced	  in	  some	  of	  the	  interviews.	  Even	  though	  it	  is	  often	  stated	  by	   the	   interviewees	   that	   they	  purchase	  organic	   food	   for	   themselves	  and	   their	  children,	  most	  of	  them	   are	   at	   some	   level	   concerned	   with	   what	   their	   surroundings	   believe	   and	   think	   is	   right.	   This	  combination	  can	  again	  be	  seen	  as	  a	  tendency	  in	  our	  society	  today.	  There	  can	  be	  seen	  a	  raise	  in	  focus	  on	  values	   about	   treating	   the	  world	  well	   and	   consuming	   ethically	   and	   this	   can	   be	   seen	   as	   the	  movement	  from	  the	  post-­‐	  to	  the	  hypermodern	  values.	  	  	  In	   the	   hypermodern	   society	   you	   are	   more	   concerned	   about	   the	   future,	   due	   to	   globalisation	   and	  environmental	   problems	   (Lipovetsky),	   and	   this	   can	   be	   seen	   in	   the	   values	   and	   concerns	   of	   our	  interviewees.	  In	  the	  interviews	  there	  can	  also	  be	  seen	  values	  from	  the	  postmodern	  consumer.	  The	  fact	  that	   we	   live	   in	   a	   globalised	   and	   individualistic	   culture,	   where	   every	   individual	   has	   to	   create	   its	   own	  identity,	  makes	  it	  relevant	  for	  the	  consumer	  to	  create	  identity	  through	  consumption.	  Earlier	  we	  defined	  our	  identity	  by	  our	  work	  or	  by	  being	  part	  of	  a	  political	  movement.	   In	  our	  globalized	  world	  today,	  new	  ways	  of	  creating	  a	  personal	  identity	  must	  be	  taken	  into	  account.	  The	  globalization	  makes	  it	  even	  more	  important	  to	  create	  an	  individual	  identity,	  because	  of	  the	  increasing	  “Americanisation”	  and	  the	  fact	  that	  every	  culture	   is	  getting	  more	  and	  more	  alike,	  due	  to	  the	  flow	  of	   information,	   trends	  and	  culture.	  A	  big	  part	  of	  the	  world	  lives	  in	  a	  similar	  globalized	  culture,	  where	  capitalism	  and	  consumerism	  are	  valued	  and	  appreciated.	  Therefore	  the	  need	  for	  standing	  out,	  being	  unique,	  and	  being	  critical	  towards	  this	  tendency	  is	  getting	  more	  and	  more	  relevant.	  Whether	  the	  values	  are	  in	  accordance	  with	  the	  post-­‐	  or	  hypermodern	  consumer	  will	  be	  discussed	  later,	  when	  we	  have	  the	  foundation	  of	  the	  analysis	  of	  Maslow’s	  hierarchy	  to	  compare	  with.	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Psychological	  Core	  The	  psychological	  core	  of	  consumer	  behaviour	   is	   the	   individual	  part	  of	   the	  study	  of	  why	  people	  act	  as	  they	  do.	  You	  can	  say	  that	  it	  is	  their	  earlier	  experience,	  cognitive	  style	  and	  psychological	  profile,	  which	  is	  relevant	  in	  this	  part.	  We	  are	  not	  going	  into	  depth	  with	  the	  psychological	  profile	  of	  every	  interviewer	  but	  instead	  look	  at	  them	  in	  a	  collective	  perspective.	  	  Regarding	   the	  psychological	   core	  of	   consumer	  behaviour,	   three	   terms	  are	   relevant:	  Motivation,	  ability	  and	  opportunity.	  	  
Motivation	  In	  general	  all	  our	  interviewees	  have	  the	  motivation	  for	  consuming	  ethically,	  but	  the	  motivations	  differ.	  According	  to	  Maslow’s	  hierarchy	  of	  needs,	  the	  ethical	  consumption	  habits	  of	  our	  interviewees	  are	  all	  in	  the	   green	   or	   top	   blue	   segment.	   They	   have	   all	   covered	   the	   bottom	   three	   segments,	   which	   are	  physiological	  needs,	  safety	  and	  love/belonging.	  They	  have	  fulfilled	  the	  basic	  needs	  and	  are	  now	  fulfilling	  either	  the	  green	  or	  blue	  segment	  by	  their	  ethical	  consumption.	  So	   the	   question	   is	   now,	   whether	   the	   ethical	   consumption	   is	   in	   the	   green	   or	   blue	   area.	   Do	   the	  interviewees	  consume	  ethically	  to	  gain	  respect	   from	  others,	   to	  gain	  self-­‐esteem	  or	  out	  of	  morality	  and	  self-­‐actualization?	  	  HC1	  directly	   states	   “…it	  gives	  us	  a	  social	  capital,	   in	  our	  identity,	  both	  in	  the	  real	  world	  and	  in	  the	  digital	  
context.	  …	  If	  you	  did	  a	  psychological	  profile	  on	  me,	  you	  would	  see	  that	  I	  am	  the	  kind	  of	  type	  that	  needs	  a	  
certain	  kind	  of	  approval,	  that	  means	  that	  a	  lot	  of	  the	  actions	  I	  do,	  gives	  me	  some	  kind	  of	  reaction	  from	  my	  
surroundings”	  (page	  215).	  HC1	  is	  the	  only	  one	  of	  our	  interviewees	  that	  directly	  states	  that	  he	  consumes	  ethically	  in	  order	  to	  gain	  social	   capital,	   and	   respect	   from	   others.	   HC1	   is	   clearly	   consuming	   to	   fulfil	   his	   personal	   needs	   of	  confidence	  and	  respect	  by	  others,	  and	  therefore	  lies	  in	  Maslow’s	  green	  area	  of	  needs.	  	  The	  other	  interviewees	  have	  a	  slightly	  different	  argumentation	  for	  consuming	  ethically.	  	  	  	  EC3	   says:	   “Of	  course	  you	  want	  to	   look	  at	  yourself	  as	  a	  certain	  type	  of	  person,	  who	  thinks	  a	   lot	  about	  the	  
environment	  and	  the	  welfare	  of	  the	  animals	  and	  of	  other	  people...	   I	  definitely	  think	   it	   is	   identity	  creating.	  
That	  you	  want	  to	  see	  yourself	  as	  an	  incredibly	  good	  person”	  (page	  88)	  EC3	   thinks	   that	   it	   is	   identity	   creating	   but	   sees	   it	  more	   as	   a	   personal	  way	   of	   gaining	   satisfaction	  with	  yourself	   as	   an	   ethical	   correct	   person,	   thereby	   putting	   her	   in	   the	  middle	   between	   the	   green	   and	   blue	  segment.	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EC2	  claims	   that	   “…	  it	  is	  not	  something	  I	  brag	  about	  and	  go	  tell	  everyone	  about.	  It	  is	  not	  because	  I	  go	  tell	  
everybody:	  this	  is	  what	  I	  stand	  for.	  No	  I	  do	  it	  because	  of	  myself,	  to	  know	  that	  I	  buy	  the	  right	  stuff”	  (page	  42)	  EC2	  shares	  the	  opinion	  of	  EC3,	  that	  consuming	  ethically	  is	  something	  you	  do	  for	  your	  own	  sake,	  to	  have	  a	   good	   conscience,	   and	   in	   general,	   this	   is	   what	   the	   interviewees	   are	   telling	   us	   that	   they	   believe.	   As	  mentioned	  HC1	  fits	  very	  well	  into	  the	  green	  segment,	  whereas	  the	  other	  interviewees	  are	  a	  bit	  harder	  to	  place.	   They	   claim	   to	   be	   consuming	   both	   because	   of	   the	   reason	   of	   morality,	   the	   environment,	   animal	  welfare	  and	  so	  on,	  and	  because	  of	  individual	  satisfaction.	  They	  feel	  good	  when	  they	  consume	  ethically,	  they	  get	  a	  nicer	  product	  and	  they	  buy	  themselves	  a	  good	  conscience.	  This	  can	  be	  seen	  as	  an	  individual	  or	  hedonistic	  search	  for	  satisfaction	  as	  well	  as	  behaving	  morally	  at	  the	  same	  time.	  	  	  Maslow’s	  hierarchy	  claims	   that	   the	   individual	  will,	  when	  all	  other	  needs	  are	   fulfilled,	   seek	   to	   fulfil	   the	  need	  of	  morality.	  This	  idealistic	  and	  optimistic	  view	  correlates	  with	  the	  values	  of	  the	  interviewees	  when	  they	  claim	  to	  be	  consuming	  ethically	  to	  take	  care	  of	  the	  environment.	  Lipovetsky’s	   theory	   claims	   that	   the	   further	   the	   society	   develops	   from	   post-­‐	   to	   hyper	   modernity,	   the	  more	  hedonistic	  the	  individual	  will	  be.	  	  It	   can	  be	  discussed	  whether	   the	   interviewees	   thoughts	   correlate	  with	   either	   the	  postmodern	   ideas	   of	  identity	   creation	   or	   the	   hypermodern	   ideas	   of	   hedonistic	   drive	   and	   concern	   for	   the	   future.	   Here	   the	  relation	  between	  Maslow’s	   hierarchy	   and	   the	  post-­‐	   and	  hypermodern	   consumer	   should	  be	   taken	   into	  account.	  It	  can	  also	  be	  argued	  whether	  Maslow’s	  green	  area	  of	  esteem	  and	  the	  postmodernity	  have	  overlapping	  tendencies,	  since	  they	  both	  focus	  on	  the	  creation	  of	  identity.	  But	  on	  the	  next	  stage	  of	  development,	  the	  two	  theories	  have	  different	  opinions:	  	  	  
	  (Identity	  Creation,	  free	  interpretation)	  	  In	   the	   40’s	   when	   Maslow	   created	   the	   theory,	   he	   believed	   that	   society	   would	   develop	   into	   a	   more	  idealistic	  society	  where	  morality	  and	  creativity	  was	  in	  focus.	  Lipovetsky	  has	  taken	  the	  more	  pessimistic	  road	  where	  he	  believes	  that	  the	  individual	  will	  act	  out	  of	  hedonistic	  reasons,	  though	  with	  the	  fear	  of	  the	  
Identity	  Creating	  
Maslow:	  Morality	   Lipovetsky:	  Hedonism	  
	   	  	   	  64	  /	  97	  
future.	   That	   the	   theories	   have	   contradicting	   ideas	   of	   the	   future,	   can	   be	   of	   use	  when	   discussing	  what	  reasons	  the	  interviewees	  have	  for	  consuming	  ethically	  in	  the	  context	  of	  our	  contemporary	  society.	  	  	  When	  looking	  at	  HC1	  there	  can	  be	  seen	  characteristics	  from	  both	  post-­‐	  and	  hyper	  modernity.	  HC1	  finds	  consumption	   as	   an	   important	   part	   of	   identity	   creation,	   and	   is	   very	   concerned	   about	   what	   the	  surroundings	  think	  about	  him.	  But	  his	  reasons	  for	  wanting	  to	  get	  respect	  from	  his	  surrounding	  can	  be	  seen	  as	  hedonistic.	  It	  gives	  him	  personal	  pleasure	  to	  know	  that	  people	  look	  up	  to	  him,	  and	  see	  him	  as	  a	  good	  man.	  Therefore	  it	  can	  be	  argued	  that	  his	  characteristics	  lie	  in	  between	  the	  two	  eras.	  	  	  According	   to	   the	  answers	  of	   the	  other	   interviewees	   there	  can	  be	  argued	   for	  a	   combination	  of	   the	   two	  theories’	  most	  developed	  area.	  As	  mentioned	  before	  EC3	  believes	  that	  the	  reasons	  for	  caring	  about	  the	  environment	  and	  welfare	  of	  animals	  and	  people,	  which	  also	  can	  be	  seen	  as	  moral	  actions,	  are	  being	  done	  due	  to	  hedonistic	  needs	  or	  desires	  of	  seeing	  oneself	  as	  a	  good	  person.	  	  	  The	  needs	  which	  different	   consumers	   are	   trying	   to	   fulfil	   by	   consuming	   ethically,	   also	   depends	   on	   the	  psychological	   profile	   of	   the	   different	   individuals.	  Whether	   you	   are	   a	   person	  who	   is	   seeking	   approval	  from	  your	  surroundings	  or	  are	  you	  confident	  with	  yourself	  and	  do	  not	  need	  that	  big	  an	  approval	  from	  others.	  Reflexivity	   is	  also	  a	   factor,	  which	   influences.	  How	  much	  has	  one	  thought	  this	  through,	  how	  much	  does	  one	  know	  about	  oneself	  as	  a	  person	  and	  ones	  pattern	  of	  reaction	  and	  behaviour?	  HC1	  is	  reflexive	  about	  his	  own	  behavioural	  pattern,	  but	  is	  also	  influenced	  by	  his	  pre-­‐knowledge.	  He	  has	  written	  a	  book	  on	  how	  people	  react	  to	  different	  factors.	  Therefore	  he	  is	  of	  course	  more	  aware	  of	  his	  own	  behaviour	  pattern	  than	  the	  others.	  	  	  
Ability	  Ability	  is	  whether	  the	  consumer	  has	  the	  resources	  to	  consume	  a	  certain	  product.	  All	  of	  our	  interviewees	  are	   in	  a	  segment	  where	  they	  have	  the	  ability	   to	  consume	  ethically.	   	  Some	  have	   longer	  educations,	  and	  some	  have	  higher	  incomes	  than	  others.	  They	  all	  have	  children	  and	  a	  family	  and	  they	  all	  differ	  from	  30-­‐56	  years	  of	  age.	  It	   is,	   as	   mentioned	   in	   our	   interview	   guide,	   noticeable	   that	   most	   of	   our	   existing	   customers	   have	   a	  professional	  bachelor’s	  degree	  and	  has	  a	  husband	  with	  a	  high	  income,	  whereas	  our	  potential	  customers	  all	  have	  a	  higher	  education	  themself.	  This	  could	  have	  an	  effect	  on	  their	  ability	  to	  consume.	  But	  in	  general	  all	   our	   interviewees	   all	   have	   the	   ability	   to	   consume	   ethically.	   The	   ability	   of	   our	   interviewees	  will	   be	  described	  further	  in	  our	  interview	  guide.	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Opportunity	  If	  consumers	  have	  the	  opportunity	  to	  consume	  a	  product	  depends	  on	  distractions,	  time	  and	  etc.	  	  The	  already	  existing	  customers	  of	  Bondegaarden	  obviously	  have	  the	  opportunity	  to	  consume	  this	  good.	  Regarding	   the	  potential	  consumers	   that	  we	  have	   interviewed,	   it	  has	  been	  the	  category	  of	  opportunity,	  which	  is	  holding	  them	  back	  on	  consuming	  products	  related	  to	  Bondegaarden’s	  good.	  EC3	  claims:	  “	  (…)	  to	  be	  in	  Slangerup	  at	  7	  o´clock	  in	  the	  morning.	  I	  think	  it’s	  the	  time	  when	  you	  have	  to	  come	  
and	  pick	  it	  up.	  So	  many	  people	  say	  no,	  that	  is	  not	  going	  to	  work…	  But	  it	  is	  also	  the	  liquidity	  that	  you	  have	  to	  
pay	  several	  thousands	  of	  crowners	  at	  once.	  Here	  a	  lot	  of	  people	  may	  fail.”	  (page	  73)	  According	   to	   EC3,	   the	   reason	   to	   why	   people	   (who	   fulfil	   both	   motivation	   and	   ability),	   choose	   not	   to	  consume	  at	  Bondegaarden,	  is	  in	  regards	  to	  time	  and	  the	  way	  payment	  is	  done,	  which	  is	  a	  distraction.	  	  
The	  Process	  of	  Making	  Decisions	  The	  process	  of	  decision	  making	  is	  when	  a	  consumer	  recognises	  that	  there	  is	  a	  consumption	  problem	  and	  wants	  to	  go	  from	  the	  actual	  state	  to	  the	  ideal	  state.	  
	  (The	  Decision	  Making	  Process,	  Kotler	  et	  al,	  2009)	  	  	  
1.	  Recognition	  of	  the	  Need:	  In	  the	  section	  “Motivation”	  the	  different	  interviewees’	  needs	  in	  relation	  to	  the	   kind	   of	   consumption	   has	   been	   described.	   This	   hedonistic	   need	   is	   recognised	   and	   the	   information	  search	  begins.	  
2.	  The	  Information	  Search:	  has	  been	  different	  for	  the	  customers,	  but	  in	  general	  they	  have	  all	  heard	  of	  Bondegaarden	   from	   somebody	   they	   know.	   The	   stream	   of	   information	   from	   Bondegaarden	   to	   the	  potential	   customers	  does	  not	   arrive	   trough	  commercials	  or	   advertising,	  but	  by	  mouth	   to	  mouth,	   from	  recommendation	  and	  reputation.	  This	  way	  of	  gaining	  new	  customers	  will	  be	  discussed	  again	  later.	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Bondegaarden	  à 	  Satisfied	  customer	  à 	  New	  potential	  customer	  	  
3.	   Evaluation	   of	   Alternatives.	  Bondegaarden	   is	   a	   rare	   type	  of	  production	  and	  he	  does	  not	  have	   that	  much	   competition	   in	   this	   area,	   so	   therefore	   this	   phase	   in	   the	   process	   is	   not	   that	   important	   for	  Bondegaarden.	  HC1	  states	  “…	  I	  am	  satisfied	  with	  the	  meat	  from	  Jørgen,	  so	  therefore	  I	  am	  not	  going	  to	  drive	  
around	  to	  the	  different	  farms	  in	  the	  area,	  compering	  meat…”	  (page	  199)	  	  
4.	   The	   Purchase	   Decision.	   The	   consumer	   is	   now	   going	   to	   make	   a	   decision	   of	   consuming	   a	   certain	  product	   or	   not.	   Is	   the	   consumer	   making	   a	   rational	   choice	   and	   considering	   all	   alternatives	   thereby	  choosing	  the	  most	  optimal	  one,	  or	  is	  the	  consumer	  making	  a	  decision	  out	  of	  satisfaction	  and	  a	  hedonistic	  drive?	  It	   can	   be	   argued	   that	   the	   decision	   of	   purchase	   might	   be	   more	   hedonistic	   than	   rational	   due	   to	   the	  characteristics	  of	  the	  good.	  It	  is	  a	  luxury	  good,	  and	  can	  therefore	  be	  driven	  by	  a	  hedonistic	  motivation.	  Therefore	   the	  decision	  making	   is	  probably	  driven	  by	   the	   satisfaction	  of	   the	   consumers,	  who	  wants	   to	  optimise	  its	  life	  and	  make	  it	  as	  enjoyable	  as	  possible.	  It	  was	  clear	  in	  our	  interviews	  that	  our	  consumers	  mostly	   were	   focusing	   on	   the	   quality,	   the	   taste,	   the	   distance	   and	   the	   ethical	   considerations	   when	  consuming	  goods	  from	  Bondegaarden.	  So	  this	  was	  the	  reason	  why	  they	  made	  the	  decision	  of	  consuming,	  combined	  with	  the	  motivation	  and	  the	  ability.	  	  
5.	  Post-­‐purchase	  Behaviour.	  Here	  the	  consumers	  make	  an	  evaluation	  of	  their	  consumer	  choices.	  They	  had	  a	  “hypothesis”	  about	  the	  good	  of	  consumption	  and	  now	  they	  can	  make	  an	  evaluation	  of	  the	  level	  of	  satisfaction	  of	  the	  good,	  and	  hereby	  confirm	  or	  reject	  their	  “hypothesis”	  After	   the	  evaluation,	   the	  consumers	  can	  now	  begin	   to	  spread	  the	  reputation	  of	   their	  perception	  of	   the	  good.	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Consumer	  Behaviour	  Outcomes	  and	  Issues	  Consumers	   differ	   when	   they	   adopt	   an	   innovation.	   How	   do	   consumers	   react	   to	   new	   products	   and	  markets,	  to	  new	  trends	  in	  the	  society?	  The	   consumers	   of	   Bondegaarden	   are	   in	   the	   group	   of	   early	   adopters	   or	   early	   mainstream.	   Ethical	  consumption	  and	  the	  purchasing	  of	  meat	  from	  a	  farm	  can	  be	  seen	  as	  a	  starting	  trend,	  and	  therefore	  the	  customers	  of	  Bondegaarden	  are	  in	  these	  early	  groups.	  They	  are	  a	  part	  of	  a	  starting	  trend.	  Bondegaarden	  has	  not	  reached	  the	  mainstream	  group	  yet,	  and	  maybe	  never	  will.	  The	   way	   you	   reach	   the	   consumers	   of	   the	   mainstream	   group	   is	   by	   making	   commercials	   on	   TV	   or	   in	  newspapers.	  But	  because	  Bondegaarden	  does	  not	  have	  the	  good	  or	  the	  capacity	  to	  reach	  the	  mainstream	  segment,	  it	  must	  go	  for	  the	  earlier	  groups,	  where	  his	  existing	  customers	  already	  are.	  To	  reach	  this	  early	  segment	  of	  hedonistic	  consumers,	  creative	  marketing	  strategies	  must	  be	  taken	  under	  consideration.	  	  	  
Conclusion	  on	  Analysis	  As	  a	   result	  of	   the	  analysis	  certain	  patterns	  have	  been	   found	  within	   the	  values	  of	  our	   interviewees.	  All	  interviewees	   have	   high	   standards	   regarding	   food,	   and	   prioritise	   quality	   highly.	   Moreover	   they	   deem	  Danish	  produced	  groceries	  of	  great	  importance.	  There	  are	  many	  reasons	  for	  this,	  but	  the	  most	  important	  is	  the	  “from	  farm	  to	  fork”	  concept,	  because	  they	  want	  to	  teach	  their	  children	  where	  food	  originates	  from.	  There	  is	  also	  the	  aspect	  of	  environment,	  since	  many	  see	  it	  as	  unnecessary	  pollution	  importing	  products	  from	  other	  countries,	  which	  Denmark	  is	  able	  to	  produce.	  	  They	  also	   look	   for	   certificates	  when	  purchasing,	   especially	   those	  approved	  by	   the	  Danish	   state,	  which	  they	   see	   as	   more	   trustworthy.	   The	   ones	   they	   focus	   on	   the	   most	   are	   the	   organic	   certificate	   and	  Svanemærket.	  However	  many	  of	  them	  do	  not	  exactly	  know	  what	  these	  certificates	  stand	  for.	  The	  wish	  for	   buying	   organic	   and	   sustainable	   products	   is	   there,	   but	   they	   all	   say	   that	   they	   take	   their	   economic	  situation	  into	  consideration	  too.	  None	  of	  the	  interviewees	  have	  been	  raised	  with	  ethic	  values.	  They	  say	  that	  their	  ethic	  beliefs	  originate	  from	  a	  societal	  change.	  All	  of	  them	  also	  became	  more	  aware	  of	  this	  after	  having	  children.	  This	  is	  because	  they	  want	  the	  best	  for	  their	  children	  and	  hope	  that	  they	  will	  live	  by	  the	  same	  principles	  when	  they	  move	  in	  on	  their	  own.	  	  Regarding	  the	  experience	  in	  purchasing	  meat	  from	  a	  farm,	  this	  is	  not	  an	  important	  factor,	  though	  most	  interviewees	  found	  the	  idea	  of	  visiting	  a	  farm	  and	  seeing	  the	  cows	  as	  nice.	  However	  this	  originates	  in	  a	  wish	  of	  knowing	  where	  their	  food	  comes	  from,	  after	  the	  principle	  of	  “from	  farm	  to	  fork”,	  which	  is	  a	  value	  they	  want	  to	  teach	  their	  children.	  Further	  by	  getting	  this	  experience	  they	  also	  skip	  parts	  of	  the	  supply	  chain,	  which	  is	  valued	  highly	  by	  the	  interviewees.	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In	   relation	   to	   Bondegaarden	   they	   all	   emphasise	   the	   importance	   of	   environmental	   aspects	   as	   well	   as	  being	   animal	   friendly.	   Many	   of	   them	   do	   not	   see	   a	   relation	   between	   the	   social	   initiatives	   and	   the	  production	  at	   the	   farm.	  There	  must	  be	  a	  direct	   relation	  between	   the	  production	  and	   the	   initiatives	   in	  order	  for	  the	  customers	  to	  find	  them	  important.	  	  It	   can	  be	   concluded	   that	   all	   our	   interviewees	   contain	   the	  motivation,	   the	   ability	   and	  only	   the	   existing	  customers	  also	  contain	  the	  opportunity	  of	  consuming	  Bondegaarden’s	  goods.	  	  The	  motivation	  of	  our	  interviewees	  to	  consume	  ethically	  differs	  a	  lot.	  According	  to	  Maslow’s	  hierarchy	  of	  need,	  they	  all	  belong	  to	  either	  the	  blue	  or	  green	  area,	  depending	  on	  the	  interpretation	  of	  their	  answers.	  When	  they	  say	  they	  are	  consuming	  ethically	  out	  of	  morality,	   is	  that	  answer	  really	  just	  a	  product	  of	  the	  time	  we	  live	  in,	  where	  it	  gives	  you	  respect	  from	  others	  to	  consume	  ethically?	  But	  according	  to	  most	  of	  the	  interviewees,	  they	  belong	  to	  Maslow’s	  top	  blue	  area	  of	  needs.	  If	  we	  then	  look	  at	  Lipovetsky’s	  theory,	  it	  seems	  that	  our	  interviewees	  are	  in	  a	  transaction	  between	  the	  post-­‐	  and	  hypermodern	  consumer	   type.	  They	  contain	  elements	  of	  both,	  and	   it	  goes	  very	  well	  with	   the	  description	  of	  Lipovetsky’s	  theory,	  that	  claims	  that	  we	  in	  decade	  of	  2010	  are	  in	  the	  process	  of	  reaching	  the	  hypermodern	  society	  and	  consumer	  type.	  It	   can	   be	   concluded	   that	   our	   interviewees	   are	   in	   the	   transaction	   from	   the	   postmodern	   consumer	   to	  something	   else.	   The	   question	   is	   if	   they	   are	   transacting	   into	   a	   consumer	   where	   morality	   is	   in	   focus	  (Maslow)	  or	  where	  hedonism	   (Lipovetsky)	   is	  more	   important.	  Both	   theories	   can	  be	  drawn	  out	   of	   the	  interviews	  we	  conducted,	  and	  maybe	  the	  question	  is	  not	  which	  one	  of	  these	  two	  types	  of	  consumers	  our	  interviewees	  belong	  to,	  since	  they	  have	  some	  qualities	  of	  both	  reflected	  in	  their	  values.	  	  Here	  another	   relevant	  question	  arises:	  What	   is	   really	   the	  difference	  between	  morality	  and	  hedonism?	  Even	  though	  they	  seem	  as	  opponents,	  they	  are	  more	  alike	  than	  one	  might	  think.	  Morality	  is	  defined	  as	  to	  do	  the	  right	  thing,	  whereas	  hedonism	  has	  to	  do	  with	  what	  you	  find	  pleasure	  in.	  Automatically	  one	  might	  think	  that	  hedonism	  is	  therefore	  to	  only	  think	  about	  yourself	  and	  your	  own	  pleasure.	  But	  can’t	  morality	  also	  be	  hedonistic?	  If	  you	  find	  pleasure	  in	  being	  moral	  and	  it	  gives	  you	  a	  good	  conscience,	  morality	  must	  be	  hedonistic,	  or	  the	  other	  way	  around.	  The	  question	  opens	  for	  a	  lot	  of	  debate,	  but	  we	  can	  conclude	  that	  our	  interviewees	  hold	  both	  values,	  and	  it	  is	  hard	  to	  distinguish	  the	  need	  for	  morality	  from	  a	  hedonistic	  need.	  	  Many	   of	   the	   elements	   from	   this	   analysis	  will	   put	   into	   an	   action	   plan	   for	   Bondegaarden.	   Through	   this	  analysis	   we	   have	   gained	   a	   lot	   of	   knowledge	   of	   different	   aspects	   and	   initiatives,	   which	   could	   help	  Bondegaarden	  increase	  its	  sales.	  The	  action	  plan	  will	  be	  further	  elaborated	  in	  regards	  to	  handing	  it	  in	  to	  Bondegaarden.	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Action	  Plan	  for	  Bondegaarden	  	  	  In	  this	  section	  the	  results	  of	  the	  analysis	  has	  been	  made	  into	  a	  plan	  of	  action	  for	  Bondegaarden.	  There	  is	  focused	   on	   two	  main	   points	   being	   communication	   and	   ethical	   initiatives.	   Below	  we	  will	   describe	   the	  initiatives	  or	   changes,	  which	  we,	   based	  on	   the	   analysis,	  will	   suggest	   in	  order	   to	   increase	   the	   sales	   for	  Bondegaarden.	  	  
Communication	  An	  important	  factor	  is	  the	  honesty	  regarding	  the	  organic	  certification.	  The	  customers	  feel	  that	  they	  are	  told	  that	  Bondegaarden	  is	  organic,	  even	  though	  it	  is	  not,	  due	  to	  evasive	  answers	  at	  the	  homepage.	  One	  interviewee	  mentioned	  that	  the	  answers	  given	  in	  regards	  to	  the	  organic	  standards	  of	  Bondegaarden	  are	  like	   typical	  standard	  answers	  by	  politicians,	  and	  all	   the	  customers	  wish	   for	  an	  honest	  answer	  without	  roundabout	   talk.	   It	   has	   been	   concluded	   that	   the	   interviewees	   do	   not	   find	   the	   organic	   certificate	   very	  important	   in	   the	  case	  of	  Bondegaarden,	  and	   that	   it	   is	   the	  concept	  of	   from	  farm	  to	  fork,	   animal	  welfare	  and	  environmental	   considerations,	  which	  attract	   the	  consumers.	  Bondegaarden	  has	  an	   image	  of	  being	  something	  special,	  natural,	  and	  idyllic,	  so	  the	  roundabout	  talk	  regarding	  the	  organic	  certification	  gives	  the	  customers	  a	  feeling	  of	  something	  being	  hidden	  from	  them.	  It	  is	  better	  to	  be	  honest	  and	  play	  on	  the	  package	   deal	   of	   quality,	   taste,	   animal	   welfare,	   from	   farm	   to	   fork	   and	   the	   idyllic	   countryside.	   The	  interviewees	   appear	   understanding	   in	   regards	   to	   the	   lacking	   opportunity	   of	   implementing	   organic	  farming	  at	  Bondegaarden,	  when	  the	  reason	  is	  explained.	  This	  should	  be	  explained	  on	  the	  webpage.	  	  	  The	  webpage	   is	   not	   popular	   among	   the	   customers.	   It	   is	   confusing,	   it	   is	   rarely	   updated,	   and	   there	   are	  many	  irrelevant	  things	  on	  it,	  which	  makes	  it	  chaotic.	  	  Potential	  customers	  scan	  the	  webpage	  for	  relevant	  information,	   so	   the	   first	   thing	  written	   should	  be	   the	  most	   important,	   instead	  of	   the	  Christmas	  Bazaar	  that	  is	  now	  in	  focus.	  As	  it	  is	  now	  one	  has	  to	  search	  for	  the	  more	  important	  information,	  as	  well	  as	  figure	  out	  what	   the	  main	  product	   is.	  The	   front	  page	  says	  nothing	  about	   the	  sale	  of	  meat.	   It	   should	  be	  visible	  what	  the	  main	  product	  is,	  and	  how,	  when	  and	  where	  it	  can	  be	  purchased,	  already	  at	  the	  front	  page	  of	  the	  webpage.	   The	   webpage	   should	   also	   be	   updated	   regularly,	   so	   it	   can	   be	   seen	   that	   the	   project	   of	  Bondegaarden	  is	  on-­‐going.	  Also	  the	  info-­‐mail	  should	  be	  sent	  out	  every	  or	  every	  second	  month.	  	  	  Furthermore	  most	   interviewees	   stated	   that	   the	  mouth-­‐to-­‐mouth	   recommendation	   would	   be	   the	   best	  way	  for	  Bondegaarden	  to	  brand	  itself	  within	  this	  market.	  All	  potential	  customers	  stated	  that	  if	  a	  friend	  recommended	  Bondegaarden	  to	  them,	  it	  was	  possible	  that	  they	  would	  try	  it.	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Ethical	  Initiatives	  When	   the	   interviewees	   heard	   the	   list	   of	   ethical	   initiatives	   from	   Bondegaarden,	   their	   responses	  were	  quite	   similar.	   They	   found	   the	   animal	   welfare,	   the	   environmental	   considerations	   and	   the	   ethical	  initiatives	  related	  to	  the	  production	  really	  good,	  but	  most	  of	  them	  were	  sceptic	  regarding	  e.g.	  children	  in	  Gambia,	  since	  they	  have	  no	  direct	  connection	  to	  the	  production	  of	  meat.	  On	  the	  other	  hand	  there	  could	  be	   seen	   a	   general	   sympathy	   with	   the	   ethical	   initiatives	   which	   shows	   responsibility	   in	   the	   local	  community.	  It	  was	  a	  general	  attitude	  that	  all	  the	  initiatives	  make	  up	  for	  the	  lack	  of	  organic	  certification.	  The	   environmental	   preservation,	   the	   very	   low	   amount	   of	   medicine	   and	   the	   animal	   welfare	   are	  Bondegaarden's	  most	  important	  competences.	  	  Further	  wishes	  from	  the	  interviewees	  were	  regarding	  time	  and	  order	  placements.	  Time	   is	   a	   dilemma,	   and	   various	   customers	   suggested	  making	   a	   service	   of	   delivering	   the	  meat	   to	   the	  customers	  as	  a	   solution	   to	   the	   time	  problem,	  as	  well	  as	   it	  being	  an	  attractive	  service.	  Furthermore	  an	  online	  ordering	  formula	  was	  mentioned,	  due	  to	  the	  confusion	  of	  the	  now-­‐being	  booking	  system.	  If	  these	  changes	  are	  applied	  to	  Bondegaarden,	  there	  will	  with	  all	  possibility	  be	  seen	  an	  increase	  in	  sales.	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Conclusion	  	  	  With	  basis	  in	  our	  theories	  and	  empirical	  findings	  we	  will	  now	  draw	  a	  general	  conclusion.	  This	  will	  take	  our	   analysis,	   interviews	   and	   action	   plan	   to	   account,	   in	   order	   to	   answer	   our	   problem	   definition	   and	  hypothesis.	  	  In	  a	  market	  dominated	  by	  many	  different	  products	  and	  with	  a	  non-­‐transparent	  supply	  chain,	  an	  ethical	  consumer	   is	   able	   to	   use	   the	   organic	   certification,	   as	  well	   as	   other	   certifications,	   as	   a	   guide	   to	   buy	   in	  accordance	  with	  one’s	  own	  ethical	  conviction.	  This	  understanding	  is	  also	  why	  the	  organic	  certification	  is	  not	   the	  most	   important	   aspect	   in	   the	   case	  of	  Bondegaarden.	  The	  elimination	  of	   the	  middlemen	   in	   the	  supply	  chain,	  combined	  with	  the	  possibility	  of	  the	  consumers	  to	  check	  up	  on	  the	  production	  standards	  themselves,	  is	  of	  greater	  importance	  than	  the	  certification	  itself.	  This	  implies	  that	  it	  is	  in	  fact	  the	  aspects	  of	  animal	  welfare	  and	  the	  evasion	  of	  chemicals	  and	  medicine	  that	  is	  important	  to	  the	  consumer,	  and	  not	  the	  social	  recognition	  or	  status	  that	  might	  follow	  the	  consumption	  of	  this	  kind	  of	  good.	  This	  also	  gives	  the	  consumers	  a	  chance	  to	  be	  unique	  in	  their	  consumption,	  as	  an	  opposition	  to	  the	  mass	  production	  that	  has	  come	  to	  characterise	  our	  society.	  It	  can	  also	  be	  seen	  that	  there	  is	  a	  change	  in	  the	  ethical	  perspective.	  This	   change	   is	   visible	   in	   the	   way	   that	   more	   aspects	   become	   equally	   important	   as	   the	   organic	  certification,	  which	  is	  not	  the	  leading	  aspect	  anymore.	  Pollution,	  globalization	  and	  animal	  welfare	  are	  all	  topics	   that	   have	   become	  more	   important	   and	   are	   taken	   into	   consideration	   when	   consuming.	   Animal	  welfare	  is	  important	  because	  it	  is	  related	  to	  the	  type	  of	  product.	  	  	  	  A	  conclusion	  in	  direct	  relation	  to	  the	  problem	  definition	  is	  regarding	  the	  aspect	  of	  experience	  economics	  in	   relation	   to	   an	   increase	   in	   sales.	   The	   possibility	   to	   see	   the	   animals	   and	   pet	   a	   cow	   while	   also	  experiencing	   the	   life	   on	   a	   farm	   is	   not	   particularly	   attractive	   for	   the	   consumers.	   This	   is	   a	   remarkable	  finding	   since	   the	   experience	   in	   itself	   is	   not	   in	   focus.	   In	   other	   words	   it	   is	   not	   the	   active	   secondary	  experience	   that	   is	   important.	  As	   concluded	   it	   is	   rather	   the	  elimination	  of	   the	  middlemen	  along	  with	  a	  transparency	   in	   the	   supply-­‐chain	   and	   the	   concept	   of	   from	   farm	   to	   fork	   which	   are	   important.	   The	  possibility	  of	  visiting	   the	   farm	   is	   in	   itself	   enough	   for	   the	   interviewees,	  and	   this	   is	  what	  Bondegaarden	  should	  rely	  on.	  	  This	  is	  connected	  with	  the	  passive	  secondary	  experience	  that	  Bondegaarden	  can	  provide	  which	  plays	  a	  much	  greater	  role.	  Currently	  Bondegaarden	  has	  an	  image	  as	  a	  farm	  where	  you	  practically	  choose	  your	  own	  cow	  among	  the	  herd	  and	  where	  high	  ethical	  standards	  are	  an	  image	  and	  a	  story	  that	  should	  be	  sold	  with	  the	  product.	  This	  kind	  of	  storytelling	  is	  something	  that	  gives	  all	  products	  more	  value	  according	  to	  the	  interviewees.	  This	  kind	  of	  storytelling	  is	  something	  that	  touches	  both	  the	  hedonistic	  as	  well	  as	  the	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moral	  aspect,	  meaning	  it	  increases	  the	  value	  no	  matter	  which	  of	  these	  aspects	  is	  the	  leading.	  The	  prime	  aspect	   is	   the	   authenticity	   that	   lies	   in	   this	   image	  of	  Bondegaarden,	   the	  notion	  of	   a	  pure	  production.	   In	  other	  words	  Bondegaarden	  should	  emphasise	  on	  the	  nostalgic	  feeling	  of	  a	  farm	  that	  is	  as	  close	  to	  the	  old	  or	  real	  ways	  as	  possible.	  	  	  Even	   though	   the	   ethical	   initiatives	   play	   an	   important	   role	   in	   the	   attractiveness	   of	  Bondegaarden,	   it	   is	  important	   to	   be	   aware	   of	   the	   fact	   that	   the	   consumer	   differentiates	   between	   different	   kinds	   of	   ethical	  initiatives.	  As	  earlier	  mentioned	  pollution,	  globalization	  and	  animal	  welfare	  are	  the	  major	  ethical	  aspects	  that	  consumers	  find	  important,	  but	  this	  is	  not	  the	  only	  determining	  factor.	  The	  ethical	  aspect	  of	  a	  certain	  initiative	   loses	  some	  of	   its	  attractiveness	  when	   it	   is	  not	  directly	  related	   to	   the	  products.	   It	   is	  apparent	  that	   the	   consumers	   find	   it	  more	   attractive	  with	   a	   relation,	  whereas	   there	   is	   an	   indifference	  when	   an	  ethical	   initiative	   is	   far	   from	  the	  production,	  as	   is	   the	  example	  with	  the	  children	   in	  Ghana.	  What	   is	  also	  evident	   is	   that	   too	  many	   ethical	   initiatives	   also	   seem	   to	  make	   the	   consumers	   suspicious	   towards	   the	  trustworthiness	   of	   both	   the	   ethical	   initiative,	   Bondegaarden	   and	  ultimately	   the	   good	   it	   is	   selling.	   It	   is	  therefore	  crucial	  for	  Bondegaarden	  to	  optimise	  its	  ethical	  initiatives.	  This	  can	  be	  done	  by	  decreasing	  the	  number	  of	  initiatives	  and/or	  making	  sure	  they	  are	  related	  to	  the	  production	  of	  the	  good.	  	  The	  quality	  of	  the	  product	  is	  another	  important	  factor	  for	  Bondegaarden.	  Consuming	  a	  product	  of	  good	  quality	  can	  give	  the	  consumer	  satisfaction	  and	  thereby	  it	  can	  be	  seen	  as	  a	  hedonistic	  pleasure.	  According	  to	  Lipovetsky,	  seeking	  hedonistic	  pleasure	  in	  one	  of	  the	  focal	  points	  of	  the	  hypermodern	  consumer,	  and	  therefore	   Bondegaarden	   should	   focus	   on	   producing	   quality	   goods.	   Lipovetsky	   claims	   that	   the	  hypermodern	   consumer	  will	   have	   a	   fear	   of	   the	   future,	   regarding	   pollution	   and	   globalization,	   and	   this	  correlates	   very	   well	   with	   idea	   of	   consuming	   meat	   from	   a	   local	   farm.	   Our	   interviewees	   are	   in	   a	  transformation	  phase	   from	   the	  postmodern	   to	   the	  hypermodern	  consumer,	   along	  with	   the	   changes	  of	  society.	  	  Furthermore,	   ethical	   initiatives	   should	   be	   emphasised.	   According	   to	   our	   findings	   and	   to	   Maslow’s	  hierarchy	   of	   needs,	   morality	   is	   an	   important	   part	   of	   the	   consumer	   behaviour	   within	   the	   analysed	  segment.	  	  	  To	  conclude	  on	  the	  theory	  of	  Maslow,	  stating	   that	   the	   interviewees	  belong	  to	   the	   two	  top	  areas	  of	   the	  hierarchy	  of	  needs.	  We	  find	  elements	  of	  the	  green	  area	  “Esteem”	  within	  the	  values	  of	  our	  interviewees,	  but	   the	  movement	   from	   the	   green	   “Esteem”	   to	   the	   blue	   “self-­‐actualization”	   is	   present	   because	   of	   the	  increased	  focus	  on	  morality	  and	  self-­‐actualization.	  	  Maslow’s	   hierarchy	   of	   needs	   strengthens	   Liporetsky’s	   theory	   of	   the	   development	   of	   consumer	   types.	  Maslow	  claims	   that	  people	   in	   the	  highest	   stage	  of	  development	  will	   seek	  self-­‐actualization,	   and	  which	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can	  be	  seen	   in	   the	  search	  of	  personal	  desires	  and	  moral	   standards.	  These	   two	  seem	  contradicting	  but	  correlates	  on	  some	  levels.	  One	  of	  the	  reasons	  for	  the	  rise	  of	  moral	  standards	  within	  consumption	  can	  be	  seen	  due	  to	  the	  increasing	  fear	   of	   the	   future.	   This	   can	   be	   seen	   as	   consequences	   of	   globalization,	   e.g.	   pollution,	   climate	   changes,	  terror	  and	  an	  uncertainty	  about	  an	  unknown	  future.	  	  	  What	  might	  be	  the	  most	  interesting	  finding	  is	  the	  fact	  that	  the	  organic	  certification	  is	  not	  the	  single	  most	  important	  thing	  when	  it	  comes	  to	  this	  type	  of	  good.	  Our	  hypothesis,	  which	  laid	  the	  ground	  work	  for	  the	  gathering	   of	   our	   empirical	   data,	   is	   thereby	   falsified.	   Although	   it	   is	   not	   a	   requirement	   in	   this	   case,	   it	  should	  be	  noted	  that	  organic	  certification	   in	  general	   is	  highly	  approved	  of.	   It	   is	   the	  certificate	  that	  has	  the	  broadest	  familiarity	  among	  the	  consumers,	  as	  well	  as	  being	  the	  most	  trusted	  of	  them	  all.	  It	   came	  as	  a	   surprise	   that	   the	  organic	   certification	  did	  not	  play	  as	  big	  a	   role	  as	  we	  had	  expected.	  The	  owner	  of	  Bondegaarden	  saw	  the	  lack	  of	  this	  certification	  as	  his	  biggest	  obstacle	  but	  we	  can	  conclude	  that	  this	  is	  not	  the	  case.	  Instead	  the	  other	  ethic	  initiatives	  should	  be	  highlighted	  in	  a	  more	  production	  related	  manner.	  If	  Bondegaarden	  does	  as	  it	  has	  done	  so	  far	  but	  with	  a	  better	  communication	  to	  the	  consumers,	  it	  will	  hopefully	  lead	  to	  an	  increase	  in	  sales	  by	  gaining	  new	  customers.	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Discussion	  	  	  The	  discussion	  of	  the	  difference	  between	  morality	  and	  hedonism	  will	  end	  up	  being	  a	  philosophical	  discussion	  as	  well	  as	  a	  discussion	  of	  different	  ontologies.	  	  This	  is	  a	  discussion,	  which	  has	  arisen	  in	  our	  analysis	  of	  consumer	  behaviour	  and	  is	  very	  essential	  for	  our	  project.	  	  It	  is	  essential	  because	  it	  has	  to	  do	  with	  the	  values,	  motivation	  and	  thereby	  also	  the	  behaviour	  of	  our	  interviewees,	  which	  therefore	  is	  relevant	  in	  regards	  to	  the	  business	  of	  Bondegaarden.	  	  This	  discussion	  contains	  relevant	  questions	  as:	  What	  is	  the	  link	  between	  morality	  and	  hedonism?	  Can	  an	  
act	  be	  moral	  without	  being	  hedonistic,	  without	  giving	  the	  individual	  the	  pleasure	  of	  being	  morally	  correct?	  In	  the	  contemporary	  Danish	  dictionary	  hedonism	  is	  defined:	  Physiological	  hedonism	  is	  the	  opinion	  that	  
all	  human	  motives	  can	  be	  traced	  back	  to	  one:	  The	  search	  for	  lust	  and	  to	  avoid	  pain.	  	  According	  to	  the	  dictionary	  it	  is	  uncommon	  to	  believe	  in	  this	  in	  its	  pure	  form	  of	  meaning	  anymore.	  But	  some	  believe	  more	  in	  it	  than	  others.	  Some	  people	  might	  argue	  that	  human	  beings	  are	  not	  only	  behaving	  according	  to	  their	  search	  for	  lust,	  but	  also	  in	  accordance	  to	  their	  moral	  and	  ethical	  standards.	  	  Ethics	  and	  moral,	  which	  are	  mostly	  seen	  as	  the	  same	  is	  defined	  in	  the	  contemporary	  Danish	  dictionary	  as:	  The	  view	  of	  which	  way	  of	  behaviour	  and	  ways	  to	  think	  is	  right	  and	  wrong.	  Moral	  is	  the	  social	  and	  
cultural	  constructed	  guidelines	  to	  what	  is	  the	  wrong	  and	  right	  thing	  to	  do.	  	  This	  is	  a	  discussion	  of	  the	  ontology	  of	  human	  beings:	  Are	  human	  beings	  mainly	  acting	  out	  of	  lust	  or	  are	  they	  able	  to	  raise	  themselves	  above	  this?	  	  Maslow	  is	  clearly	  influenced	  by	  the	  thought	  that	  humans	  are	  able	  to	  rise	  above	  the	  search	  for	  lust,	  when	  the	  basic	  needs	  are	  satisfied.	  Lipovetsky	  is	  not	  an	  opponent	  to	  this	  point	  of	  view,	  but	  he	  claims	  that	  people	  will	  begin	  to	  seek	  hedonistic	  pleasure	  instead	  of	  paying	  a	  lot	  of	  attention	  to	  the	  surroundings	  and	  the	  social	  arena.	  The	  concept	  of	  ethical	  hedonism	  is	  here	  relevant:	  Ethical	  hedonism	  is	  the	  idea	  that	  the	  ethical	  “good”	  
contains	  the	  search	  of	  lust	  and	  lack	  of	  pain.	  That	  the	  ethical	  correct	  thing	  to	  do	  is	  driven	  by	  the	  individuals	  
search	  for	  pleasure,	  and	  opposite,	  that	  the	  wrong	  is	  driven	  to	  avoid	  pain.	  	  Ethical	  hedonism	  is	  also	  the	  fact	  that	  behaving	  ethically	  correct	  gives	  the	  individual	  a	  hedonistic	  pleasure.	  	  	  Ethics	  and	  hedonism	  are	  not	  that	  different	  when	  you	  look	  at	  bit	  closer.	  One	  might	  even	  claim	  that	  morality	  is	  basically	  created	  in	  the	  basis	  of	  hedonism.	  That	  our	  culturally	  constructed	  ideas	  of	  what	  is	  
	   	  	   	  75	  /	  97	  
right	  and	  wrong,	  are	  basically	  constructed	  to	  make	  people	  feel	  hedonistic	  pleasures	  and	  to	  avoid	  pain.	  Are	  the	  moral	  rules	  of	  a	  society	  then	  created	  to	  protect	  the	  hedonistic	  pleasure	  of	  the	  individual?	  	  We	  can	  see	  that	  morality	  and	  hedonism	  are	  connected.	  At	  least	  the	  feeling	  of	  living	  up	  to	  our	  culturally	  constructed	  mind	  set	  of	  what	  is	  right	  to	  do,	  gives	  humans	  a	  hedonistic	  satisfaction.	  	  The	  consumer	  of	  our	  contemporary	  society	  is	  influenced	  by	  this	  ethical	  hedonism.	  But	  why	  is	  this	  need	  for	  ethical	  hedonism	  becoming	  more	  important	  within	  our	  society?	  As	  Lipovetsky	  describes	  it	  in	  his	  theory	  regarding	  the	  hypermodern	  society,	  consumers	  are	  getting	  more	  concerned	  about	  the	  future.	  Fear	  of	  climate	  changes	  and	  globalization	  plays	  a	  bigger	  role	  than	  in	  the	  postmodern	  society.	  Combined	  with	  the	  fact	  that	  people,	  according	  to	  Lipovetsky,	  now	  are	  seeking	  personal	  desire	  could	  be	  two	  interlinked	  reasons	  for	  the	  development	  of	  ethical	  hedonism.	  	  	  This	  concept	  of	  ethical	  consumption	  can	  in	  a	  bigger	  collective	  perspective	  be	  seen	  as	  a	  counterculture	  towards	  our	  contemporary	  society.	  As	  mentioned	  above	  Lipovetsky	  claims	  that	  there	  in	  the	  hypermodern	  society	  can	  be	  seen	  an	  increased	  fear	  of	  the	  future.	  This	  could	  be	  a	  reason	  for	  the	  rise	  of	  countercultures	  like	  anti-­‐globalists	  or	  anti-­‐capitalists.	  It	  is	  maybe	  a	  bit	  drastic	  to	  call	  our	  interviewees	  a	  part	  of	  a	  “counterculture”,	  but	  they	  are	  definitely	  part	  of	  a	  movement	  which	  is	  questioning	  the	  way	  our	  contemporary	  society	  is	  functioning	  and	  what	  it	  is	  heading	  towards.	  They	  want	  something	  more	  than	  what	  is	  available	  right	  now.	  Ethical	  consumption	  can	  be	  seen	  as	  a	  counterculture	  to	  the	  pollution	  of	  globalization,	  urbanization	  and	  when	  these	  aspects	  are	  put	  into	  a	  bigger	  perspective	  also	  capitalism.	  It	  can	  be	  seen	  as	  a	  nostalgic	  act	  to	  the	  simple	  life	  before	  industrialization	  and	  the	  postmodern	  society.	  	  	  	  Ethical	  consumption	  can	  be	  a	  chase	  for	  the	  natural,	  a	  compensation	  for	  the	  lack	  of	  naturalness	  in	  our	  post/hypermodern	  society.	  With	  the	  growing	  urbanization,	  a	  lot	  of	  people	  are	  now	  living	  in	  big	  cities	  where	  there	  is	  a	  lack	  of	  naturalness	  and	  green	  spaces.	  	  To	  put	  Bondegaarden	  in	  this	  context	  one	  can	  claim	  that	  the	  demand	  for	  Bondegaarden’s	  luxury,	  ethically	  correct	  and	  authentic	  good	  is	  definitely	  there.	  The	  values	  of	  our	  interviewees	  can	  be	  seen	  as	  consequences	  of	  societal	  trends,	  as	  environmental	  awareness,	  and	  a	  chase	  for	  the	  authentic	  and	  the	  natural.	  This	  means	  that	  the	  segment	  of	  Bondegaarden’s	  potential	  customers	  probably	  will	  be	  growing	  with	  the	  spreading	  of	  these	  trends.	  If	  this	  trend	  of	  ethical	  consumption	  is	  a	  political	  statement,	  a	  search	  for	  the	  natural	  and	  the	  authentic,	  a	  hedonistic	  drive,	  behaviour	  of	  morality,	  a	  chase	  for	  a	  social	  status	  or	  a	  part	  of	  an	  identity	  creation	  project	  is	  not	  to	  say.	  It	  seems	  that	  there	  are	  elements	  of	  all	  this	  in	  the	  act	  of	  ethical	  consumption.	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Reflection	  	  	  This	  project	  has	  developed	  in	  a	  very	  different	  direction	  than	  what	  was	  expected	  when	  gathering	  in	  the	  group	  formation	  process.	  As	  mentioned	  in	  the	  introduction	  and	  motivation	  we	  had	  a	  common	  wish	  of	  working	  with	  CSR	  (corporate	  social	  responsibility)	  initiatives	  within	  the	  Danish	  company	  of	  Toms	  Chokolade,	  and	  the	  implementation	  of	  education	  for	  the	  children	  working	  at	  Toms	  cocoa	  plantations	  in	  Africa.	  Due	  to	  the	  difficulty	  in	  getting	  access	  to	  data	  from	  Toms,	  we	  decided	  to	  find	  a	  small-­‐	  to	  medium	  sized	  company	  to	  work	  with	  instead.	  Then	  we	  met	  Jørgen	  Skou	  Larsen,	  the	  owner	  of	  Bondegaarden,	  and	  started	  a	  cooperation	  with	  him.	  The	  project	  developed	  into	  an	  investigation	  of	  how	  Bondegaarden	  could	  implement	  more	  CSR	  initiatives.	  CSR	  is	  a	  very	  broad	  and	  difficult	  term	  to	  work	  with	  in	  relation	  to	  a	  small	  company	  as	  Bondegaarden,	  so	  focus	  was	  changed	  to	  the	  implementation	  of	  ethical	  initiatives	  at	  Bondegaarden.	  Due	  to	  the	  group’s	  wish	  of	  working	  within	  economics,	  and	  Bondegaarden’s	  request	  of	  an	  investigation	  focusing	  on	  how	  to	  sell	  more	  meat,	  the	  aim	  of	  the	  project	  became	  to	  investigate	  how	  Bondegaarden	  could	  increase	  sales	  by	  implementing	  ethical	  initiatives	  to	  the	  production.	  According	  to	  Jørgen	  Skou	  Larsen	  the	  absent	  of	  the	  organic	  certification	  was	  a	  disadvantage	  for	  his	  amount	  of	  sales.	  Therefore	  the	  hypothesis	  of	  the	  project	  became	  “An	  organic	  certification	  is	  essential	  for	  Bondegaarden	  in	  
order	  to	  increase	  sales.”	  	  This	  hypothesis	  has	  been	  falsified	  on	  the	  basis	  of	  the	  interviewees’	  answers.	  	  	  It	  has	  come	  to	  our	  attention	  that	  the	  theories	  used	  in	  this	  investigation	  have	  been	  very	  evident	  in	  regards	  to	  the	  conclusions	  we	  wanted	  to	  reach.	  These	  theories	  were	  chosen	  because	  we	  found	  that	  they	  were	  the	  ones	  that	  illustrated	  the	  situation	  of	  Bondegaarden	  the	  best,	  and	  could	  help	  us	  reach	  the	  answers	  of	  how	  to	  increase	  its	  sales.	  By	  focusing	  on	  the	  concrete	  case	  of	  Bondegaarden,	  the	  theories	  chosen	  have	  not	  been	  critical	  towards	  society.	  It	  might	  be	  a	  problem	  when	  studying	  social	  sciences	  that	  the	  focus	  of	  the	  project	  is	  on	  a	  single	  case.	  When	  realising	  this,	  the	  discussion	  of	  Maslow’s	  morality	  and	  Lipovetsky’s	  hedonism	  was	  included,	  to	  investigate	  in	  which	  direction	  consumers	  are	  developing.	  Furthermore	  we	  found	  that	  the	  tendencies	  belonging	  in	  both	  theories	  could	  be	  traced	  in	  the	  interviewees’	  answers.	  	  	  However	  a	  theorist	  that	  perhaps	  should	  have	  been	  used	  more	  is	  Zygmunt	  Bauman	  and	  his	  ideas	  of	  ethics	  and	  consumption.	  He	  characterises	  our	  society	  as	  a	  consumer	  society	  and	  therefore	  he	  could	  have	  been	  highly	  relevant.	  Everything	  is	  always	  changing	  in	  accordance	  to	  the	  consumption	  habits,	  which	  is	  creating	  more	  individualisation,	  as	  he	  describes	  it	  in	  his	  theory	  of	  ‘Liquid	  modernity’.	  According	  to	  him	  identity	  is	  always	  changing	  as	  one	  is	  presented	  to	  more	  choices.	  According	  to	  Bauman	  consumers	  are	  driven	  by	  aesthetics	  instead	  of	  ethics.	  This	  is	  contradicting	  both	  of	  the	  theories	  and	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perhaps	  there	  would	  have	  been	  a	  different	  result	  of	  this	  project.	  Therefore	  it	  could	  have	  been	  interesting	  to	  use	  his	  theories	  to	  gain	  a	  more	  varied	  look	  upon	  the	  issue.	  	  	  However	  we	  chose	  not	  to	  involve	  Bauman	  more	  than	  when	  describing	  “a	  consumer	  society”,	  since	  we	  chose	  to	  focus	  on	  the	  more	  specific	  request	  from	  Bondegaarden.	  Furthermore	  we	  found	  it	  interesting	  to	  look	  at	  this	  issue	  from	  a	  company’s	  perspective,	  along	  with	  gaining	  “real-­‐life”	  experience	  by	  cooperating	  with	  Bondegaarden.	  	  	  When	  looking	  back	  upon	  the	  choice	  of	  focus	  in	  the	  project,	  the	  theory	  of	  consumer	  behaviour	  and	  experience	  economics	  were	  the	  first	  theoretic	  standpoints	  in	  the	  project.	  Due	  to	  the	  wish	  of	  making	  an	  analysis	  not	  only	  relevant	  for	  Bondegaarden,	  but	  also	  on	  a	  more	  societal	  level,	  the	  societal	  development	  from	  post-­‐	  to	  hypermodernity	  was	  included	  along	  with	  the	  discussion	  of	  correlations	  between	  morality	  and	  hedonism.	  Within	  these	  theories	  there	  are	  big	  philosophical	  discussions,	  and	  the	  intensive	  review	  of	  these	  discussions	  has	  not	  been	  prioritised,	  due	  to	  the	  minimum	  of	  direct	  relevance	  for	  Bondegaarden.	  	  Here	  a	  project	  for	  further	  investigation	  could	  be	  what	  role	  a	  company	  like	  Bondegaarden	  will	  have	  in	  the	  future	  hypermodern	  society.	  	  	  In	  relation	  to	  further	  investigations	  in	  correlation	  with	  Bondegaarden,	  an	  investigation	  of	  the	  communicative	  means	  used	  at	  Bondegaarden	  will	  be	  the	  next	  step	  for	  the	  company.	  Here	  a	  communicative	  strategy	  should	  be	  developed,	  where	  the	  conclusions	  of	  this	  project	  should	  be	  used	  as	  guidelines.	  Furthermore	  a	  project,	  which	  investigates	  the	  relation	  between	  ethics	  and	  hedonism,	  could	  be	  conducted	  with	  basis	  in	  the	  concept	  of	  ethical	  hedonism.	  This	  might	  be	  relevant	  for	  a	  company	  as	  Bondegaarden	  when	  the	  society	  develops	  further	  into	  hypermodernity.	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Appendix	  2.	  Reliability	  and	  Validity	  of	  the	  Interviews	  	  Due	   to	   wishes	   of	   anonymity	   from	   the	   interviewees,	   we	   will	   name	   them	   existing	   customer	   (EC)	   1-­‐3,	  potential	  customer	  (PC)	  1-­‐3	  and	  new	  customer	  (NC)	  1.	  	  	  	  
EC	  1.	  The	  interview	  with	  EC	  1	  was	  the	  first	  interview	  we	  made	  with	  an	  existing	  customer.	  The	  interview	  was	  held	   in	   her	   house,	   but	   despite	   that	   fact,	   she	   did	   not	   seem	   comfortable	   with	   the	   situation.	   She	   was	  speaking	  in	  very	  short	  sentences	  and	  was	  not	  elaborating	  her	  answers.	  	  Much	  of	  the	  information	  had	  to	  be	  pulled	  out	  of	  her.	  	  	  
EC	  2.	  	  The	  interview	  with	  EC	  2	  was	  also	  conducted	  in	  her	  house.	  She	  seemed	  a	  little	  reserved	  in	  the	  beginning,	  but	  she	  really	  wanted	  to	  participate	  and	  help	  us.	  The	  atmosphere	  was	  good	  during	  the	  interview.	  There	  was	  a	  problem	  with	  the	  reliability	  in	  relation	  to	  EC2	  since	  she	  was	  trying	  to	  answer	  what	  she	  thought	  we	  would	   like	   to	   hear.	   She	   often	   asked	   whether	   her	   answer	   was	   what	   we	   wanted	   to	   hear	   or	   what	   we	  needed.	  	  Further	  she	  had	  some	  problems	  with	  understanding	  our	  questions	  about	  ethical	  consumption,	  and	  in	  the	  end	  we	  had	  to	  state	  our	  definition	  of	  ethical	  consumption	  to	  be	  able	  to	  continue	  with	  the	  next	  questions.	   Furthermore	   she	   had	   problems	   understanding	   the	   question	   about	   whether	   ethical	  consumerism	   creates	   identity.	   Here	   one	   of	   the	   interviewers	   presented	   the	   options	   biased	   in	   her	  direction:	   “Would	  you	  say	   that	   this	   thing	  about	  ethical,	   or	   (responsible)	   consumption	   is	   creating	  your	  identity	  because	  others	  will	  see	  you	  as	  that	  kind	  of	  person,	  or	  do	  you	  consume	  responsibly	  because	  you	  are	  that	  kind	  of	  person”	  (free	  translation,	  Interview	  EC2,	  min	  33.30)	  Overall	  this	  interview	  was	  difficult,	  and	  parts	  are	  less	  reliable,	  while	  others	  are	  fine.	  	  
	  
EC	  3.	  This	  interview	  took	  place	  in	  the	  museum	  at	  Louisianna	  in	  Humlebæk	  in	  the	  café	  It	  took	  place	  in	  public	  surroundings,	  but	  because	  it	  was	  a	  public	  museum,	  a	  lot	  of	  people	  were	  walking	  by,	  and	  that	  disturbed	  our	  concentration	  at	  some	  points,	  but	  not	  in	  a	  noticeable	  way.	  	  She	  purposed	  that	  we	  meet	  at	  Louisiana,	  and	  she	  told	  us	  that	  she	  was	  often	  there,	  and	  therefore	  it	  was	  a	  place	  that	  the	  interviewee	  felt	  comfortable.	  The	  interview	  was	  cosy	  and	  relaxed,	  the	  interviewee	  seemed	  motivated,	   and	   she	   had	   a	   lot	   of	   thoughts	   on	   the	   topic.	   She	   seemed	   reflecting	   during	   the	   interview	  process.	  	  	  
	  
PC	  1.	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The	  interview	  with	  PC1	  was	  the	  first	  interview	  conducted	  in	  this	  study.	  The	  interviewers	  had	  been	  the	  interviewees	   in	   the	   internal	   interview	  workshop,	   so	   they	   had	   had	   no	   trial.	   Due	   to	   this	   being	   the	   first	  interview,	   the	  agreements	  on	   the	  amount	  of	  pre-­‐knowledge	  given	  was	  not	  made.	  PC1	   therefore	  knew	  that	  we	  would	  like	  to	  talk	  about	  ethical	  consumption	  even	  before	  starting	  the	  interview.	  This	  beforehand	  knowledge	  was	  noticeable	  when	  she	  was	  presenting	  herself	  and	  her	  consumption	  habits.	  But	  she	  was	  open	  and	  talkative,	  and	  besides	  the	  problems	  with	  the	  pre-­‐knowledge	  the	  interview	  went	  well.	  	  	  
PC	  2.	  	  PC2	  started	  out	  with	  a	  closed	  body	  language	  and	  crossed	  arms,	  but	  was	  still	  very	  conversational	  which	  she	  remained	  during	  the	  interview.	  She	  responded	  with	  long	  and	  thorough	  answers,	  and	  was	  not	  afraid	  of	   asking	  when	   there	  was	   something	   she	  was	  not	   sure	   about.	  There	  was	  a	  positive	   feeling	  during	   the	  interview,	  where	   there	  was	  a	   lot	  of	   laugh	  and	   jokes.	  Furthermore	   she	  was	  very	   interested	   in	   the	  new	  knowledge	  we	  could	  give	  her,	  particularly	  the	  CSR	  part.	  	  	  
PC	  3.	  	  This	   interview	   took	   place	   at	   her	   home	   at	   Christianshavn.	   It	   was	   a	   Friday	   afternoon,	   so	   everybody	  participating	   in	   the	   interview	   was	   a	   bit	   tired	   and	   absent-­‐minded.	  	  Other	   than	   this,	   the	   interview	   was	   relaxed	   and	   comfortable.	  She	  was	  thinking	  a	  lot	  before	  answering	  the	  questions,	  if	  this	  was	  a	  sign	  of	  reflection,	  or	  if	  it	  was	  thinking	  of	   in	   which	   ways	   we	   would	   like	   her	   to	   answer,	   is	   not	   known.	  	  She	  was	  a	  bit	  disturbed	  by	  the	  washing	  machine	  in	  her	  bathroom,	  which	  was	  making	  a	  lot	  of	  noise.	  	  
	  
HC	  1.	  HC	  1	  was	   the	   ideal	   interviewee	   in	   the	  sense	   that	  he	  was	  open,	  honest	  and	   intelligent.	  Furthermore	  he	  was	   also	   an	   expert	   within	   his	   field.	   This	   has	   been	   taken	   into	   account	   and	   is	   also	   explained	   in	   the	  interview	   guide.	   The	   fact	   that	   he	   is	   an	   expert	   also	   came	   through	   in	   the	   way	   that	   he	   had	   a	   deep	  knowledge	  as	  well	  as	  strong	  opinions	  on	  the	  subjects.	  Although	  this	  just	  means	  that	  he	  came	  with	  a	  lot	  of	  inputs	  to	  the	   interview,	  and	  he	  was	  unaffected	  by	  what	  the	   interviewers	  would	  think	  about	  him	  when	  answering.	  He	  gave	  long	  and	  thorough	  responses	  with	  a	  lot	  of	  examples.	  Due	  to	  his	  very	  characteristic	  opinions,	  there	  were	  two	  situations	  where	  the	  interviewers	  can	  be	  seen	  as	  biased,	  but	  this	  will	  be	  taken	  into	  account	  in	  the	  analysis.	  His	  status	  as	  an	  expert	  does	  not	  mean	  that	  we	  take	  his	  words	  for	  granted	  as	  being	  a	  "truth",	  although	  the	  thorough	  nature	  of	  his	  responses	  makes	  it	  obvious	  to	  take	  into	  account	  in	  the	  analysis.	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Appendix	  3.	  Bondegaarden’s	  stakeholders	  	  Underneath	   is	   listed	   the	   stakeholders	   that	   the	   owner	   Jørgen	   Skou	   Larsen	   sees	   as	   most	  importance.	  They	  should	  be	  read	  like	  this	  	  Stakeholder	   	   	   	   Role	  Examples	  of	  what	  they	  do	  	  
	  
Kosakgården	  
	  
Slagteri	  
	   	   	   	   	   	   	   	  -­‐	  Slagtning	  af	  kreaturer	  -­‐	  Dyrevelfærd	  ved	  slagtning	  &	  sporbarhed	  i	  udskæringer,	  fødevaresikkerhed	  
	   	   	  -­‐	  Modning	  af	  kød	  -­‐	  sporbarhed	  i	  udskæringer,	  fødevaresikkerhed	  
	   	   	   	   	   	  -­‐	  Partering,	  mens	  kunden	  fremsætter	  ønsker	  -­‐	  sporbarhed	  i	  udskæringer,	  fødevaresikkerhed	  
	   	   	   	  -­‐	  Rådgivning	  af	  kunden	  vedr.	  partering	  og	  anvendelse,	  fødevaresikkerhed	  
	   	   	   	   	  -­‐	  Partering,	  indpakning,	  mærkning	  og	  indfrysning	  af	  varer	  til	  gårdbutik	  -­‐	  sporbarhed	  i	  udskæringer,	  
fødevaresikkerhed	  
	   	  
Slagtergården,	  Gilleleje	  	   Detail-­‐slagter	  med	  forarbejdning	  
	   	   	   	   	   	  -­‐	  Partering,	  forarbejdning,	  indpakning,	  mærkning	  og	  indfrysning	  af	  varer	  til	  gårdbutik	  -­‐	  sporbarhed	  i	  	  
udskæringer,	  fødevaresikkerhed	  
Kræmmer	  Karl,	  Helsinge	   Pølsemager,	  røgeri	  
	   	   	   	   	   	   	  -­‐	  Partering,	  forarbejdning	  af	  varer	  til	  gårdbutik	  -­‐	  sporbarhed	  i	  udskæringer,	  fødevaresikkerhed	  
	   	   	   	  
Dannish	  Agro	  
	  
Foderstof	  
	   	   	   	   	   	   	   	  -­‐	  Leverer	  såsæd,	  gødning,	  mineraler,	  sliksten,	  vitaminer	  -­‐	  sporbarhed	  i	  kreaturernes	  føde	  
	   	   	   	  
Peter	  Mølgård	  
	  
Jordbruger	  
	   	   	   	   	   	   	  -­‐	  Leverandør	  af	  halm	  -­‐	  	  sporbarhed	  i	  kreaturernes	  føde	  
	   	   	   	   	   	   	  
Niels	  Nielsen	  
	  
Ansat	  
	   	   	   	   	   	   	   	  -­‐	  Passer	  dyrerne	  -­‐	  dyrevelfærd,	  ressource-­‐anvendelse	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Løsarbejdere,	  praktikanter	   Medhjælpere	  
	   	   	   	   	   	   	  -­‐	  Passer	  dyrerne	  -­‐	  dyrevelfærd,	  ressource-­‐anvendelse	  
	   	   	   	   	   	   	  
MIN-­‐butik	  
	   	  
Salgssted	  
	   	   	   	   	   	   	   	  -­‐	  Sælger,	  	  besvarer	  kundespørgsmål	  vedr.	  dyrevelfærd,	  kvalitet	  &	  anvendelse	  af	  
kød	  
	   	   	   	   	  
Fødevarestyrelsen	  
	  
Fødevare	  kontrol	  
	   	   	   	   	   	   	  -­‐	  Gennemfører	  kontrolbesøg	  og	  rådgiver	  vedr.	  fødevare	  sikkerhed,	  udsteder	  
Smileys	  
	   	   	   	   	  
Karina	  Larsen	  
	  
Praktiserende	  
dyrlæge	  
	   	   	   	   	   	   	  -­‐	  Tilser	  og	  behandler	  dyrene	  -­‐	  dyrevelfærd	  
	   	   	   	   	   	   	   	  
Fødevare	  Region	  Øst	  
	  
Tilsynsmyndighed	  
	   	   	   	   	   	   	  -­‐	  Kontrollerer	  tilsynsrapport	  vedr.	  dyrehold	  på	  besøgsgård	  udstedt	  af	  praktiserende	  dyrlæge	  
	   	   	   	  
Kunde	  
	   	  
Kunde	  i	  gårdbutik	  
	   	   	   	   	   	   	  -­‐	  Ser	  /	  hører	  omtale	  af	  gårdbutik	  og	  får	  lyst	  til	  at	  købe	  -­‐	  dyrevelfærd,	  kvalitet,	  pris,	  	  
anvendelse...	  
	   	   	   	  
Kunde	  
	   	  
Kunde	  til	  større	  partier	  	  
	   	   	   	   	   	  -­‐	  Ser	  /	  hører	  omtale	  af	  Hereford-­‐kød	  og	  får	  lyst	  til	  at	  købe	  -­‐	  dyrevelfærd,	  kvalitet,	  pris,	  	  
anvendelse...	  
	   	   	  
Internet	  Service	  
	  
Hjemmeside	  leverandør	  
	   	   	   	   	   	  -­‐	  Design,	  udvikling,	  installation	  og	  hosting	  af	  hjemmeside	  -­‐	  synlighed	  og	  kommunikation	  af	  budskaber	  
	   	   	  
Anette	  Bangsfelt	  
	  
Opskrifts	  leverandør	  
	   	   	   	   	   	   	  -­‐	  Udvikler	  madopskrifter,	  blokker	  -­‐	  kommunikation	  om	  kvalitet	  og	  anvendelse	  
	   	   	   	   	  
Ryk	  Øst	  
	   	  
Dyreregistrator	  
	   	   	   	   	   	   	  -­‐	  Registerer	  dyr,	  udsteder	  øremærker	  -­‐	  sporbarhed	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Plantedirektoratet	  
	  
Kontrollant	  
	   	   	   	   	   	   	  -­‐	  Kontrollerer	  anvendelse af	  gødning	  &	  pesticider	  -­‐	  behandling	  af	  naturens	  ressourcer	  
	   	   	   	  
Fødevaredirektoratet	  
	  
Kontrollant	  
	   	   	   	   	   	   	  -­‐	  Kontrollerer	  anvendelse af	  gødning	  &	  pesticider	  -­‐	  behandling	  af	  naturens	  ressourcer	  
	   	   	   	  
Gefion	  
	   	  
Regnskab	  
	   	   	   	   	   	   	   	  -­‐	  Udarbejder	  regnskab	  -­‐	  økonomisk	  resultat,	  rapportering	  til	  Skat	  
	   	   	   	   	   	  
Skat	  
	   	  
Opkrævning	  
	   	   	   	   	   	   	  -­‐	  Opkræver	  skat,	  moms,	  fedtafgift,	  energiafgifter	  	  
	   	   	   	   	   	   	  
Landscenteret	  
	  
Bogføringssystem	  
	   	   	   	   	   	   	  -­‐	  Leverer	  bogføringssystem	  -­‐økonomisk	  
resultat	  
	   	   	   	   	   	   	   	  
Skoler	  
	   	  
Underviser	  
	   	   	   	   	   	   	  -­‐	  Bringer	  praktikanter	  -­‐	  kommunikation,	  arbejdskraft	  
	   	   	   	   	   	   	  
Forældre	  
	   	  
Opfostrer	  børn	  
	   	   	   	   	   	   	  -­‐	  Bringer	  praktikanter	  -­‐	  kommunikation,	  arbejdskraft	  
	   	   	   	   	   	   	  
Roskilde	  Kommune	  
	  
Tilsyn	  
	   	   	   	   	   	   	   	  -­‐	  Gennemfører	  miljø	  tilsyn	  -­‐behandling	  af	  naturens	  ressourcer	  
	   	   	   	   	   	  
Arbejdstilsynet	  
	  
Tilsyn	  
	   	   	   	   	   	   	   	  -­‐	  Gennemfører	  tilsyn	  med	  arbejdsmiljø	  -­‐	  beskyttelse	  af	  medarbejdere	  
	   	   	   	   	   	  
Roskilde	  Kommune	  
	  
Tilsyn	  
	   	   	   	   	   	   	   	  -­‐	  Gennemfører	  vandforsynings	  prøve	  tilsyn	  -­‐	  behandling	  af	  naturens	  ressourcer	  og	  fødevaresikkerhed	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Appendix	  4.	  Mail	  From	  Jørgen	  Skou	  Larsen	  	  
1	  Det	  vigtigste	  for	  kunderne	  er	  at	  du	  er	  økologisk	  
	  
Når	  potentielle	  kunder	  ringer,	  vil	  de	  høre	  om	  Bondegården	  er	  økologisk.	  	  
	  
Dertil	  må	  Bondegården	  svare,	  at	  det	  er	  Bondegården	  ikke.	  	  
	  
Bondegården	  må	  derfor	  spørge	  de	  potentielle	  kunder,	  hvad	  det	  specielt	  er	  ved	  økologi,	  de	  lægger	  vægt	  på.	  
Ofte	  er	  svarene	  i	  retning	  af	  høj	  dyrevelfærd,	  gå	  frit	  og	  minimalmedicinering.	  
	  
Med	  hensyn	  til	  dyrevelfærd,	  gå	  frit	  altid	  og	  minimal	  medicinering	  er	  Bondegården	  meget	  længere	  fremme	  
end	  det	  kræves	  af	  økologer.	  	  
	  
Bondegården	  må	  bruge	  lidt	  kvælstof	  købt	  udefra	  for	  at	  kunne	  dyrke	  tilstrækkeligt	  foder	  til	  dyrene.	  Dyrene	  
beholder	  ganske	  enkelt	  noget	  af	  energien	  fra	  vinterfoderet	  -­‐	  og	  det	  må	  erstattes	  for	  at	  få	  tilstrækkelig	  energi	  
i	  foderet	  til	  den	  kommende	  vinters	  fodring	  af	  dyrene.	  
	  
2	  Beskrivelse	  af	  Bondegårdens	  målgrupper	  	  
	  
Bondegården	  har	  potentielt	  alle	  aldersgrupper	  som	  målgruppe:	  
	  
• 0-­‐6	  år	  forældrene	  køber	  mest	  hakket	  kød	  
• 7-­‐20	  familien	  køber	  større	  partier,	  der	  afhentes	  direkte	  efter	  partering	  på	  slagteri	  
• 20-­‐30	  de	  unge	  køber	  grill-­‐pølser	  og	  bøffer	  til	  grillning	  
• 30-­‐60	  Kvinderne	  køber	  delikatesser,	  mændene	  køber	  grill-­‐pølser,	  T-­‐bone	  steaks	  og	  stor	  stege	  til	  We-­‐
ber-­‐grill	  	  	  
• 60-­‐90	  Seniorerne	  køber	  hakket	  kød	  med	  senior-­‐rabat	  
	  
De	  mest	  lukrative	  kunder	  er	  de	  købedygtige	  byboere	  med	  sans	  for	  ubetinget	  kvalitet	  og	  dyrevelfærd.	  De	  
køber	  større	  partier,	  der	  afhentes	  direkte	  efter	  partering	  på	  slagteri.	  Ingen	  kapacitets-­‐omkostninger	  efter	  
slagtning	  fornuftigt	  dækningsbidrag.	  
	  
	   	  	   	  88	  /	  97	  
Gårdbutikken	  er	  i	  høj	  grad	  en	  markedsføringskanal	  til	  at	  tiltrække	  nye	  kunder	  til	  køb	  af	  større	  partier,	  der	  
afhentes	  direkte	  efter	  partering	  på	  slagteri.	  
	  
3	  Hereford	  kød	  med	  fokus	  på	  kvalitet	  
	  
Bondegården	  har	  miljøvenlig	  drift	  og	  naturpleje	  som	  strategi.	  
	  
I	  den	  forbindelse	  spiller	  Hereford	  kreatur-­‐	  besætningen	  en	  vigtig	  rolle.	  
	  
Med	  hensyn	  til	  dyrevelfærd,	  gå	  frit	  altid	  og	  minimal	  medicinering	  er	  Bondegården	  meget	  længere	  fremme	  
end	  det	  kræves	  af	  økologer.	  
	  
Det	  giver	  høj	  kvalitet	  i	  kødet,	  der	  har	  lavt	  fedtindhold	  -­‐men	  nok	  fedt	  til	  at	  fremhæve	  den	  fine	  smag	  fra	  eng-­‐
græs	  og	  krydderurter.	  
	  
Udfordringen	  er	  at	  få	  potentielle	  kunder	  gjort	  opmærksom	  på:	  
• at	  kødet	  findes	  	  
• kødets	  kvaliteter	  
	  
Derefter	  er	  det	  vigtigt	  at	  få	  påvirket	  potentielle	  køberes	  følelser	  i	  retning	  af	  få	  lyst	  til	  at	  besøge	  /	  kontakte	  
bondegården.	  
	  
For	  mange	  kunder	  er	  prisen	  relativt	  underordnet.	  Nogle	  få	  lægger	  vægt	  på	  rabat	  ved	  større	  køb	  –	  og	  det	  kan	  
lade	  sig	  gøre.	  
	  
4	  Finanskrisen	  	  
	  
Bondegårdens	  gårdbutik	  havde	  en	  60	  %	  nedgang	  i	  omsætningen	  i	  sommeren	  2007	  i	  forhold	  til	  omsætningen	  
i	  sommeren	  2006.	  
	  
Det	  virker	  som	  om,	  danskerne	  sparer	  på	  høj	  kvalitet	  fødevarer	  –	  og	  dermed	  høje	  priser	  –	  så	  snart	  danskerne	  
føler,	  at	  det	  kunne	  være	  tid	  til	  at	  dæmpe	  lidt	  på	  forbruget	  og	  konsolidere	  den	  private	  økonomi.	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Efterfølgende	  har	  det	  stadig	  været	  ”smalhals”.	  Dog	  er	  der	  nu	  begyndt	  at	  komme	  købelystne	  kunder	  i	  gårdbu-­‐
tikken.	  Ikke	  så	  mange	  som	  i	  2006,	  men	  nogle	  kunder	  føler	  sig	  åbenbart	  atter	  oplagt	  til	  at	  købe	  høj	  kvalitet	  og	  
til	  en	  høj	  pris.	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  5.	  Interview	  Questions	  for	  Existing	  Customers	  	  	  
1. Facesheet	  
Fortæl	  lidt	  om	  dig	  selv:	  	  
Name,	  age,	  sex,	  address,	  occupations,	  children,	  origin,	  education.	  
2. Bondegården	  
-­‐ Hvor	  har	  du	  hørt	  om	  Bondgården?	  
-­‐ Hvad	  ved	  du	  om	  Bondegården?	  
-­‐ Hvad	  finder	  du	  attraktivt	  ved	  Bondegården?	  
-­‐ Hvad	  finder	  du	  negativt	  ved	  Bondegården?	  
-­‐ Hvor	  meget	  af	  dit	  samlede	  kødforbrug	  kommer	  fra	  Bondegården?	  	  
-­‐ Hvor	  ofte	  besøger	  du	  Bondegården	  og	  har	  du	  nogen	  sinde	  haft	  din	  familie	  med	  derud?	  	  
Med	  hvilket	  formål?	  
-­‐ Har	  du	  nogensinde	  anbefalet	  Bondegården	  til	  nogen?	  	  
o Hvis	  ja,	  hvorfor?	  Hvad	  lagde	  du	  vægt	  på	  i	  anbefalingen?	  
	  
3. Andre	  indkøbsvaner/forbrug	  
-­‐ Er	  du	  den	  der	  primært	  står	  for	  indkøb	  til	  jeres	  husstand?	  
-­‐ Hvor	  ofte	  køber	  du	  ind?	  
-­‐ Køber	  du	  alle	  ting	  et	  sted	  eller	  benytter	  du	  dig	  af	  flere	  butikker?	  
-­‐ Planlægger	  du	  efter	  ugens	  tilbud?	  
-­‐ Bil/cykel/offentlig?	  
-­‐ Hvad	  ligger	  du	  vægt	  på	  når	  du	  køber	  ind?	  
-­‐ Hvor	  højt	  prioriterer	  du	  mad?	  
-­‐ Hvad	  er	  kvalitetsmad	  for	  dig	  og	  hvor	  højt	  går	  du	  op	  i	  det?	  
o Er	  der	  forskel	  på	  hverdag	  og	  weekend?	  
-­‐ Hvordan	  har	  du	  det	  med	  discountvarer?	  
-­‐ Vil	  du	  gerne	  køre	  længere	  for	  bestemte	  varer?	  
	  
For	  tiden	  er	  det	  populært	  at	  få	  en	  oplevelse	  sammen	  med,	  eller	  fra,	  sine	  indkøb.	  Dette	  kunne	  for	  
eksempel	  være	  at	  plukke	  sine	  egne	  jordbær	  eller	  fælde	  sit	  eget	  juletræ.	  
-­‐ Er	  denne	  type	  oplevelse	  noget	  du	  gør	  tit?	  
	  o Hvorfor/	  Hvorfor	  ikke?	   	  
-­‐ Er	  denne	  type	  oplevelse	  noget	  du	  vægter	  højt?	  	  	  	  	  
	  
Nogle	  produkter	  har	  en	  historie	  med	  på	  emballagen	  når	  man	  køber	  et	  produkt.	  (Feks.	  drikkevand	  
fra	  Røde	  Kors,	  Fair	  Trade	  andre	  lignende	  historier)	  
-­‐ Er	  det	  noget	  du	  er	  bekendt	  med?	  
-­‐ Er	  dette	  noget	  du	  tænker	  over	  når	  du	  køber	  ind?	  
-­‐ Føler	  du	  at	  det	  giver	  produktet	  mere	  værdi	  eller/og	  gør	  det	  mere	  attraktivt	  end	  andre	  produk-­‐
ter?	  
	  
	  
4. Etisk	  forbrug	  
-­‐ Hvordan	  definerer	  du	  etisk	  forbrug?	  
-­‐ Hvilken	  indflydelse	  har	  etisk	  forbrug	  på	  dine	  indkøb?	  	  
o Synes	  du	  at	  etisk	  forbrug	  er	  vigtigt?	  
-­‐ Er	  der	  nogle	  aspekter	  af	  etisk	  forbrug,	  du	  anser	  som	  vigtigere	  end	  andre?	  
o Såsom	  dyrevelfærd,	  økologi,	  miljø,	  etc.	  
-­‐ Hvad	  er	  de	  generelle	  tanker	  omkring	  etisk	  forbrug	  i	  din	  familie?	  
-­‐ Hvad	  er	  de	  gennerelle	  tanker	  omkring	  etisk	  forbrug	  I	  din	  omgangskreds?	  	  
o Er	  det	  også	  sådan	  du	  har	  det?	  
-­‐ Har	  dit	  syn	  på	  etisk	  forbrug	  ændret	  sig	  over	  de	  sidste	  5-­‐10	  år?	  
o Hvis	  ja,	  hvordan	  og	  	  hvorfor?	  
-­‐ Hvordan	  er	  økonomi	  involveret	  i	  dine	  overvejelser	  omkring	  etisk	  forbrug?	  
-­‐ Hvad	  begrænser	  dit	  etiske	  forbrug?	  
-­‐ (Ser	  du	  dit	  etiske	  forbrug	  som	  værende	  identitetsskabende?)	  
Mærker	  (Økologi,	  Svanemærket,	  Nøglehulsmærket,	  Fairtrade)	  
	  
Enkeltbillede	  
-­‐ Kender	  du	  dette	  mærke?	  
-­‐ Hvad	  forbinder	  du	  med	  det	  her	  mærke?	  
-­‐ Hvad	  betyder	  dette	  mærke	  for	  dig?	  
-­‐ Har	  dette	  mærke	  indflydelse	  på	  dine	  indkøb?	  
-­‐ Samlede	  billeder	  
-­‐ Hvilket	  af	  mærkerne	  finder	  du	  vigtigst?	  
	  -­‐ Hvor	  meget	  betyder	  certifikater	  for	  dig	  generelt?	  
-­‐ Hvad	  ligger	  du	  vægt	  på	  ved	  certifikater?	  
	  
-­‐ Er	  det	  et	  problem	  for	  dig	  at	  Bondegården	  ikke	  har	  Økologi	  mærket?	  
	  
5. Afrunding	  
Bondegården	  
-­‐ Hvilke	  af	  Bondegårdens	  samfundsansvarlige	  tiltag	  er	  vigtige	  for	  dig?	  
o Opremsning	  af	  tiltag:	  Dyrevelfærd,	  bæredygtighed,	  naturfredning,	  ADHD	  børn	  på	  Bon-­‐
degården,	  aktivering,	  børn	  i	  Gambia.	  
-­‐ Hvilke	  af	  disse	  kender	  du	  til	  og	  hvilke	  er	  vigtige	  
-­‐ Hvis	  du	  ikke	  kendte	  bondegården,	  hvilke	  af	  disse	  tiltag	  skulle	  bondegården	  spille	  på	  for	  at	  få	  din	  
interesse	  
-­‐ Har	  du	  set	  Bondegårdens	  hjemmeside?	  	  
o Nu	  hvor	  du	  kender	  bondegården,	  syntes	  du	  så	  den	  kommer	  frem	  med	  det	  rette	  bud-­‐
skab?	  
-­‐ Hvad	  kan	  Bondegården	  gøre	  for	  at	  være	  mere	  attraktiv	  overfor	  potentielle	  kunder?	  
-­‐ Har	  du	  nogen	  spørgsmål?	  
-­‐ Har	  du	  nogle	  afsluttende	  kommentarer?	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  6.	  Interview	  Questions	  for	  Potential	  Costumers	  	  	  
1. Facesheet	  
Fortæl	  lidt	  om	  dig	  selv:	  	  
Name,	  age,	  sex,	  address,	  occupations,	  children,	  origin,	  education,	  hvor	  er	  du	  vokset	  op.	  	  
	  
2. Andre	  indkøbsvaner/forbrug	  
-­‐ Er	  du	  den	  der	  primært	  står	  for	  indkøb	  til	  jeres	  husstand?	  
-­‐ Hvordan	  vil	  du	  beskrive	  dine	  indkøbsvaner?	  
o Bil/cykel/offentlig?	  
o Køber	  du	  alle	  ting	  et	  sted	  eller	  benytter	  du	  dig	  af	  flere	  butikker?	  
o Planlægger	  du	  efter	  ugens	  tilbud?	  
-­‐ Hvad	  ligger	  du	  vægt	  på	  når	  du	  køber	  ind?	  
-­‐ Hvor	  højt	  prioriterer	  du	  mad?	  
-­‐ Hvad	  er	  kvalitetsmad	  for	  dig	  og	  hvor	  højt	  går	  du	  op	  i	  det?	  
o Er	  der	  forskel	  på	  hverdag	  og	  weekend?	  
-­‐ Hvordan	  har	  du	  det	  med	  discountvarer?	  
-­‐ Vil	  du	  gerne	  køre	  længere	  for	  bestemte	  varer?	  
	  
For	  tiden	  er	  det	  populært	  at	  få	  en	  oplevelse	  sammen	  med,	  eller	  fra,	  sine	  indkøb.	  Dette	  kunne	  for	  
eksempel	  være	  at	  plukke	  sine	  egne	  jordbær	  eller	  fælde	  sit	  eget	  juletræ.	  
-­‐ Er	  denne	  type	  oplevelse	  noget	  du	  gør	  tit?	  
o Hvorfor/	  Hvorfor	  ikke?	   	  
-­‐ Er	  denne	  type	  oplevelse	  noget	  du	  vægter	  højt?	  	  	  	  	  
	  
Nogle	  produkter	  har	  en	  historie	  med	  på	  emballagen	  når	  man	  køber	  et	  produkt.	  (Feks.	  drikkevand	  
fra	  Røde	  Kors,	  Fair	  Trade	  andre	  lignende	  historier)	  
-­‐ Er	  dette	  noget	  du	  tænker	  over	  når	  du	  køber	  ind?	  
-­‐ Føler	  du	  at	  det	  giver	  produktet	  mere	  værdi	  eller/og	  gør	  det	  mere	  attraktivt	  end	  andre	  produk-­‐
ter?	  
	  
	  
	  3. Etisk	  forbrug	  
-­‐ Hvad	  forbinder	  du	  med	  etisk	  forbrug?	  
-­‐ Hvilken	  indflydelse	  har	  etisk	  forbrug	  i	  din	  hverdag?	  	  
o Synes	  du	  at	  etisk	  forbrug	  er	  vigtigt?	  
-­‐ Hvad	  er	  de	  gennerelle	  tanker	  omkring	  etisk	  forbrug	  I	  din	  omgangskreds?	  	  
o Er	  det	  også	  sådan	  du	  har	  det?	  
-­‐ Er	  der	  nogle	  aspekter	  af	  etisk	  forbrug,	  du	  anser	  som	  vigtigere	  end	  andre?	  
o Såsom	  dyrevelfærd,	  økologi,	  miljø,	  etc.	  
-­‐ Har	  dit	  syn	  på	  etisk	  forbrug	  ændret	  sig	  over	  de	  sidste	  5-­‐10	  år?	  
o Hvis	  ja,	  hvordan	  og	  	  hvorfor?	  
-­‐ Hvordan	  er	  økonomi	  involveret	  i	  dine	  overvejelser	  omkring	  etisk	  forbrug?	  
-­‐ Hvad	  begrænser	  dit	  etiske	  forbrug?	  
-­‐ Ser	  du	  dit	  etiske	  forbrug	  som	  værende	  identitetsskabende?	  
Mærker	  (Økologi,	  Svanemærket,	  Nøglehulsmærket,	  Fairtrade)	  
	  
Enkeltbillede	  
-­‐ Hvad	  forbinder	  du	  med	  det	  her	  mærke?	  
-­‐ Hvad	  betyder	  dette	  mærke	  for	  dig?	  
-­‐ Har	  dette	  mærke	  indflydelse	  på	  dine	  indkøb?	  
-­‐ Samlede	  billeder	  
-­‐ Hvilket	  af	  mærkerne	  finder	  du	  vigtigst?	  
-­‐ Hvor	  meget	  betyder	  certifikater	  for	  dig	  generelt?	  
-­‐ Hvad	  ligger	  du	  vægt	  på	  ved	  certifikater?	  
	  
4. Afrunding	  
Bondegården	  
Vi	  samarbejder	  med	  Bondegården,	  som	  er	  en	  gård	  der	  avler	  Herefordkvæg.	  Bondegården	  giver	  
kunden	  mulighed	  for	  at	  købe	  store	  partier	  kød,	  hvor	  kunden	  selv	  har	  mulighed	  for	  at	  vælge	  ud-­‐
skæringer.	  Derudover	  har	  Bondegården	  en	  gårdbutik,	  hvor	  der	  kan	  købes	  mindre	  mængder	  kød,	  
spegepølse,	  grillpølse	  osv.	  Derudover	  kan	  man	  om	  julen	  fælde	  sit	  eget	  juletræ	  i	  nisseskoven.	  
Gården	  ligger	  i	  hyggelige	  omgivelser,	  ved	  Gundsømagle	  nord	  for	  Roskilde.	  
	  
-­‐ Hvilke	  samfundsansvarlige	  tiltag	  er	  vigtige	  for	  dig	  i	  forbindelse	  med	  sådan	  et	  virksomhed?	  
	  o Opremsning	  af	  tiltag:	  Dyrevelfærd,	  bæredygtighed,	  naturfredning,	  ADHD	  børn	  på	  Bon-­‐
degården,	  aktivering,	  børn	  i	  Gambia.	  
-­‐ Hvilke	  af	  disse	  tiltag	  finder	  du	  vigtige?	  
-­‐ Hvilke	  af	  disse	  tiltag	  skulle	  Bondegården	  spille	  på	  for	  at	  få	  din	  interesse?	  
-­‐ Hvad	  skulle	  en	  virksomhed	  som	  Bondegården	  gøre	  for	  at	  få	  dig	  som	  kunde?	  
-­‐ Vil	  det	  spille	  en	  rolle	  for	  dig,	  at	  Bondegården	  ikke	  er	  økologisk	  certificeret	  på	  trods	  af	  den	  ellers	  
høje	  standard?	  
-­‐ Har	  du	  nogen	  spørgsmål?	  
-­‐ Har	  du	  nogle	  afsluttende	  kommentarer?	  	  
	   	  
	  Appendix	  7.	  The	  Transcribed	  Interviews	  	  The	  transcriptions	  of	  the	  interviews	  can	  be	  found	  on	  the	  attached	  CD,	  since	  we	  found	  this	  more	  conven-­‐ient	  both	  for	  us	  and	  for	  the	  environment	  than	  to	  print	  the	  226	  pages.	  	  
	  
